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TOO MUCH 
MOISTURE? 


NOW, you can answer this question before 
structures warp and paint peels off. Revolu- 
tionary scientific instrument reduces moisture 
testing of lumber and other building materials 
to rapid, inexpensive and simplest possible 
operation. 





The most damaging moisture is that beneath 
the surface not readily ascertained by super- 
ficial examination. Our meter is equipped 
with sharp needle electrodes that penetrate 
into the danger area and transmit their 
findings to the instrument indicator. 











PRICE: $47.50 new vork 


(Price subject to change without notice) 


write today 


L. R. BRADLEY & COMPANY 


25 West 45th St. — NEW YORK 19, N.Y. 


The new Bradley Electronic Moisture Meter eliminates 
the drawbacks of other instruments of less advanced 
design. There are no galvanometer dials with delicate 
unstable needles. There are no tables of figures to 
consult and interpret. There are no moving parts ex- 
cept a manually operated pointer which the operator 
sets at a predetermined figure. A little danger light 
flashes if the moisture is in excess of that figure. Hun- 
dreds of pieces can be tested in a matter of minutes. 
Exact moisture percentages are quickly ascertained. 
The same instrument also tests plaster, brick, cinder 
block, gypsum block and concrete. 
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Trintlg Whéle 


is the whitest 





white cement! 


Your trade will get fine results with this 

extra white cement. It’s true Portland Cement 
made to ASTM and Federal Specifications. 

If you do not have it in stock, write the 

office nearest you: Trinity Portland Cement 
Division, General Portland Cement Co., 

111 West Monroe St., Chicago; Republic 

Bank Bldg., Dallas; 816 W. 5th St., Los Angeles. 


as white "a \ as snow 
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HOME BUILDING STARTS HIT A NEW HIGH in August, the 


Bureau of Labor Statistics reported. The Bureau said 524,100 homes 
were started in the first eight months of 1947 or 56,000 more than 
were started in the same period in 1946. In August private builders 
started 83,000 homes in urban areas, 3,000 more than the July total 
and 17,600 over the number started in August, 1946. 


PRICE OF ARCHITECTURAL HARDWARE is not expected to 


decline, spokesmen for the industry agreed at the Builders Hard- 
ware Exposition in Chicago. The recent rise in the cost of steel 
has been reflected in the hardware industry. It is estimated that 
the steel price increase has resulted in a 5 percent overall increase 
in hardware items with some items like butts and hinges going up 
as much as 10 percent. The supply of hardware items is expected 
to equal demand within six months if the building program con- 
tinues at its present rate. ; 


LUMBER AND BUILDING MATERIAL DEALERS sales at retail for 


the first six months of this year totaled $2,172,000,000 or 23 percent 
above the same period in 1946, The Department of Commerce 
reported. Inventories at the end of June, 1947 totaled $646,000,000, 
a decrease of 8 percent from May, but an increase of 155 percent 
from the end of June, 1946. 


DWELLING UNITS COMPLETED in July in the Chicago area were 


35 percent above July, 1946. However, the July total was 5.5 percent 
below the 1,417 units completed in June. Completions for the first 
seven months of this year totaled 11,148, an increase of 104 percent 
over 5,458 a year ago. Most of these new houses, the Bureau of 
Labor Statistics reported, continue to be single family units, apart- 
ment dwellings representing only 10 percent of the total projects. 
Average construction time for single family units is now five to six 
months compared with eight months last year. 


LUMBER OUTPUT HIT POST-WAR PEAK in the Douglas fir region 


of Oregon and Washington in August. Orders, too, continued a 
firm upward trend, H. V. Simpson, executive vice president, West 
Coast Lumbermen’'s Association, reported. Weekly average output 
in August was 145,573,000 board feet compared with an average 
of 102,746,000 board feet in July. 


CANADA’S TIMBER OUTPUT is also on the increase. Total sawn 
lumber production for the first six months of 1947 was estimated at 


2,420,992,000 compared with 2,190,586,000 for a similar period last 
year. 


PAINT SALES PICKED UP SUBSTANTIALLY for the first seven 


months of this year, reports the National Paint, Varnish and Lacquer 
Association, Inc. Total increase for the period compared with simi- 
lar period in 1946 was 40.6 percent. Paint sales in July were 33.3 
percent above July, 1946. 


THOUSANDS OF COMPLAINTS have reached the Veterans 
Administration from ex-Gls who claim poor quality of materials in 


their new houses built with government loans. More than 800,000 
of these loans are now outstanding. 


NET PROFIT OF DEPARTMENT STORES slumped to 3.1 percent 
of sales for the first six months of 1947, less than half the 1946 figure, 
the controllers’ congress of the National Retail Dry Goods Associa- 
tion, reported. The profit margin report was based on reports from 
188 retail stores throughout the nation. 
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WILL STAY UP 


No decline in materials prices 
expected during rest of 1947 


CONSTRUCTION material 
prices will not decline very much 
for the remainder of the year, pre- 
dicts the Department of Commerce 
in its monthly report on the con- 
struction industry. 

“In fact,” states the _ report, 
“prices may rise slightly because 
of the repercussions of the recent 
increases in the prices of coal and 
of steel.” 

Although the overall production 
picture is encouraging, there are 
several materials for which supply 
has still not caught up with de- 
mand. For example: sheet steel, 
used in warm air furnaces, duct 
work downspouts and gutters and 
Ridewalls and roof fovering con- 
tinues short. 

Several materials, notably mill- 
work and flooring, cast iron soil 
pipe and pressure pipe and elec- 
trical supplies in general are still 
short in several areas. 

The main factor that may retard 
improvement in the inventory sit- 
uation, the report points out, is 
the apparent unwillingness on the 
part of the distributors to stock up 
at current high prices. 


INVESTIGATION 


Congressional committee ready 
to hold regional hearings 


SEN. MC CARTHY and his 14- 
man committee are getting full 
publicity in their $100,000 congres- 
sional investigation into the hous- 
ing shortage. Public hearings will 
be held in a number of major cities 
soon. 

These are the problems, accord- 
ing to Sen. McCarthy, that the com- 
mittee will investigate: 

1. A lack of conformity and up- 
to-dateness in building codes of 
various cities, towns, states and 
regions. 

2. Lack of standardization in 
materials used in most moderately 
priced housing, such as various 
sizes of bricks, plaster board, etc. 

3. A shortage of new and younger 
workers in the skilled trades, 
such as carpenters, brick masons 
and plumbers. 

The senator was granted black 
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headlines for his charge that 
“more than 700,000 home buyers 
and builders are priced out of the 
market.” He said this figure was 
based on estimates by the trade and 
government experts. 

“We are about 50 years behind 
present day methods in building 
some houses,” charged the senator. 
“We are using many methods of a 
handcra& era in a machine age.” 


INSPECT MILLWORK 
| 








KENNETH WILSON, left, carpenter foreman, 
Bayport Construction Corp., and R. G. Steele, 
manager of the Highland Park, Ill. yard of 
Hines Lumber Co., inspect the millwork in a 
Chicago Tribune prize home in Highland Park. 
The ‘seven-room brick home, built by the 
Bayport Construction Corp. from a $1,000 
prize design by Howard J. Uebelhack, Wil- 
mette, Ill., attracted more than 8,000 visitors 
on the first day of inspection and more than 
13,000 the first week. It is one of 18 Chi- 
cago Tribune prize homes being built in Chi- 
cago and suburbs for public demonstration 
this summer and fall. 





FHA RECORD 


Number of residences financed 
in August at new postwar high 


CONSTRUCTION was_=§s started 
during August on 25,166 new dwell- 
ing units financed and built under 
the program of the Federal Hous- 
ing Administration. This is a 
greater number than in any post- 
war month, and second largest in 
the history of FHA, said Commis- 
sioner Franklin D. Richards. The 
record volume was 26,100 units 
started in July 1941. 

The August total was more than 
four times the 5,777 units started in 
the same month last year under the 
FHA program, and nearly three 
times the 1946 peak of 8,696 started 
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last October. This is the eighth 
successive month of increase in 
starts of residential construction 
under FHA-insured financing. 


PRODUCTION UP 


Most materials show decided 
pickup for first half of ‘47 


PRODUCTION of construction 
materials for the first six months 
of 1947 picked up 19.1 per cent 
compared with the same period in 
1946, the Department of Commerce 
reports. The increase was 5.4 per 
cent above the monthly average for 
1946 as a whole. 

The larger advances during the 
first half of 1947 were registered in 
hardwood flooring, softwood ply- 
wood, clay sewer pipe, cast iron 
soil pipe and fittings, gypsum board 
(including lath), asphalt roofing 
materials, concrete reinforcing bars, 
wire nails and staples, cast iron 
radiation, rigid steel conduit and 
fittings, warm air furnaces and 
water heaters. 

Only two items in the index, 
mechanical stokers and range boil- 
ers, showed a lower rate of output. 

Exports of 13 major construction 
materials rose. along with produc- 
tion for the first half of this year. 
For 12 of the 13 materials, there 
were not only increases in actual 
quantities exported as compared 
with the second half of 1946, but 
these increased quantities also re- 
flect higher percentages of pro- 
duction. 


CUT BUILDING COSTS 


40-hour work week saves |5 
per cent, Chicago reports 


BY limiting building trades me- 
chanics to a work week of 40 hours, 
the labor costs on Chicago home 
and industrial building has been 
cut 15 per cent since June 1. 

H. Mayne Stanton, secretary, 
Building Construction Employers 
Association, which inaugurated the 
40-hour week program during May 
to eut building costs and stabilize 
employment in the building indus- 
try, says that some employers are 
“chiseling” on the plan and making 
deals with building trades mechan- 
ics to pay over the scale, over- 
time travel time and other induce- 
ments to take labor from the normal 
market. 

The 15 per cent reduction, Stan- 
ton said, has been made possible 
by employers who enforced the 40- 
hour week because contract prices 
had previously been figured to in- 
clude double pay for tradesmen 


for Saturday and Sunday work. He 
said that cost plus contracts ha:e 
already shown 15 per cent savin:'s 
to owners. 

The Associated Contractors of 
Massachusetts and the Building 
Trades Employers Association .f{ 
Boston have adopted the Chica)» 
plan. 

Average pay for Chicago jou:- 
neymen has been $2.15 an hour 
$86 for a 40-hour week since a }) 
per cent increase became effective 
June 1 for nearly all A. F. of |.. 
construction trades. 


BUILDING PICTURE 


New construction in August 
shows more than seasonal rise 


HIGHLIGHTS from the August 
report on construction issued by 
the U. S. Department of Com- 
merce. 

Total private construction had 
an estimated value of $909,000,000 
or 5 per cent above the July level. 

Private nonfarm residential con- 
struction was valued at $443,000,- 
000 or 5 per cent better than July. 

Private nonresidential construc- 
tion was valued at $266,000,000, a 
slight but seasonal gain from the 
preceding month. 

Privately financed public utility 
construction aggregated $125,000,- 
000 compared with $123,000,000 in 
July. 

Total public construction, includ- 
ing spending for highways, showed 
a small increase and accounted for 
$135,000,000. 

New construction, stated the 
Commerce report for August, 
picked up faster than expected, 
showing more than a seasonal in- 
crease of 5 per cent above the July 
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"Gee-—----I'd like to try « whole letter todey!" 


EPPERSON WACHAMER 











CHICAGO STATISTICS 


Building permits decline ‘© 
August; costs up 19 percent 
PERMITS for new residenti::! 
buildings in the Chicago are. 
dropped in August compared wit! 
July, but exceeded August, 1945 
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WEATHER STRIP 


for windows 
and doors 




















COMPLETE 


In handy package 
ready to hand 
; your customer 
No weatherstrip on the 
market offers as many ex- 
clusive features as NU- 
METAL. Easily installed by Window sets packaged 


any carpenter or home- for 26”, 30", 32", or 
owner. It’s efficient... it’s 36” size double hung 
permanent... it’s inexpen- Windows. Door sets 


sive. Conveniently packaged  Pockaged for 32°'x80" 
in individual sets. A perfect ond 36x84" sizes, or 


J for any special size re- 
over-the-counter sales item quired. Each set com- 


for you. Shipped prepaid on plete with weotherstrip, 
orders totaling two dozen accessories and instruc- 
sets or more. tions. 













WEATHER STRIP 


This is the easiest weather strip 
in the world to put on. That's 
why it is one strip that any inex- 
perienced clerk can sell quickly. 
It serves every purpose on any 
Comes in 20-foot rolls, type door or window. 100% pure, 
packed 12 to a display car- all-wool felt, reinforced with 
ton. aes prepaid on white metal. 


orders of two cartons or 
more. 
















Nu-Glaze 


e 
instead of putty Glaring Compound / 


Nu-Glaze is the pertect jma- ah. \ 
terial for glazing wood sash, a oe 
replacing putty, setting Macan : comet! 
plumbing, and general patch- ronienraerpansinas<~ 

ing purposes. Sets to a rub- SS, 
ber-like consistency. Cheaper 


















These products sold only to to use inthe long run because Furnished -~% om, 
legitimate retail hardwore, it stays ‘put.’ ayy ys a 
building material and lum- in 25, S50, 100 an 
ber dealers. 880 Ib. drums. 


MACKLANBURG- DUNCAN CO. 


OKLAHOMA CITY 1, OKLAHOMA 
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NEWS aad TRENDS 


figures by more than 400 units, ac- 
cording to the monthly report com- 
piled by the Bell Savings & Loan 
Association. 

In August, a total of 2,073 per- 
mits were issued for homes and 
apartments amounting to $18,632,- 
041. Although the number of per- 
mits issued declined as compared 
with July, the dollar value increased 
—$18,632,041 in August compared 
with $17,471,895 for July. 

In July, the average cost per 
unit was $7,547 and in August, 
$8,988. The average value of all 
home units in 1946 was $6,724 and 
in the first half of 1947 it was 
$7,556. 

Commenting on the rising cost 
of new building, Arthur G. Erd- 
mann, president of Bell Savings, 
noted that since the average for the 
first half of this year and the aver- 
age for July were almost the same, 


average costs took a tremendous 
jump in August—an increase per 
dwelling unit of $1,441 or more 
than 19 percent. 


BMEA MEETING 


THE fall meeting of the Building 
Material Exhibitors Association 
will be held at the Sherman Hotel, 
Chicago, Oct. 10. 

In addition to the reports of 
officers and committees, a round- 
table discussion is scheduled. Rep- 
resentatives of each member com- 
pany will have an opportunity to 
express themselves on_ pertinent 
subjects of concern to themselves 
and the organization generally. 


FOUR-YEAR COURSE 


University of Tennessee ready 
to accept students in fall 


THE college of business admin- 
istration, University of Tennessee, 
has added a four-year course for 
students preparing to enter the 
light construction industry. The 
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course will be offered for the first 
time this fall. 

Arrangements for the course 
were made in co-operation with the 
Tennessee Lumber-Millwork Sup- 
ply Dealers Association. 

Although no 30-day courses are 
offered in Tennessee, arrangements 
have been made with neighboring 
states to enroll any students inter- 
ested in a short course. 

A night course on the basis of 
two nights weekly has been ar- 
ranged by the association and the 
University of Tennessee for build- 
ing material dealers and their em- 
ployes. The first quarter will open 
on Oct. 7 and end Dee. 18. 


WOODWORK JOBBERS 


E. G. Thuresson named president 
at annual session in Chicago 


E. G. THURESSON, Pacific Mu- 
tual Door Co., Chicago, was elected 
president of ther Woodwork Jobbers 
Service Bureau at its annual meet- 
ing at the Edgewater Beach Hotel, 
Chicago, Sept. 5-6. He succeeds 
Thomas M. Hatch of the Whitmer- 
lackson Co. 

Other officers elected were: Carl 
G. Horn, Iroquois Millwork Corp., 
Albany. N. Y., vice president; 
John L. Nelson, White Pine Sash 
Co., Chicago, was reelected treas- 
urer and Adolph Pfund was re- 
elected secretary. 

One highlight of the session was 
an analysis of the Taft-Hartley Act 
by Otto A. Jaburek, general coun- 
sel, Employers Association of Chi- 
cago. 

Stan O. Hall, Protection Prod- 
ucts Manufacturing Company, Kal- 
amazoo, Mich., emphasized the de- 
velopment in the toxic treatment 
of wood work that has been gener- 
ally adopted throughout the indus- 
try. He particularly emphasized 
the need for toxic treatment in 
jobber’s plants in relation to spe- 
cial millwork. 


Particular interest was shown at 
the meeting in the combination 
screen and storm sash unit which 
will be turned out by nine manu- 
facturers as an answer to con- 
sumer demand and the competition 
of outside interests. A sample unit 
was on display. 


Ormie C. Lance, secretary-man- 
ager, National Door Manufactur- 
ers Association, Chicago, spoke of 
the importance of this unit to the 
industry in his talk on “Develop- 
ments in the National Door Manu- 
facturers Association.” 
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A Southern Hardwood for Every Need 


The Southland produces a wonderful variety of fine hardwoods for practically every type of re- 
quirement. Here are hardwoods of distinction and charm, of strength, toughness and durability. 
The mills of the South are modern in equipment and methods of manufacture. The leading pro- 
ducers and distributors on this page are making every effort to take care of their customers’ re- 


quirements to the best of their ability. 


Anderson-Tully Company ...Memphis, Tenn. 
For 57 Yrs. Mirs. Southem Hardwoods—Plywood, Semi-Finished 
Hardwood Dimension. Oak Firg., Short Leaf Yellow Pine. 
Egg Cases, Box Material, Dowels, Handles, Turnings. 5 Mod- 
ern Band Mills. 





Georgia Hardwood Lbr. Co... .Augusta, Ga. 


Southern and Aeoletin Hardwoods, Cranes, Yo Yellow Pine. 
Annual capacity over 200,000,000 feet. Ban in N. Caro- 
lina, i Carolina, Alabama, Arkansas and Mississippi. 





Woods Lumber Co..........Memphis, Tenn. 
Band Mills at 
Memphis, Tenn. —eton, Ark.—Greenville, Miss. 
Li asan-Dipped Hardwoods 
rom Woods to Consumer” 





Pine Plume Lbr. Co. ,i:" .Montgomery, Ala. 


Southern Hardwoods yo Yellow Pine. 
Serving the Lumber Trade since 1899. 





Wax Lumber Co...........Woodville, Miss. 


Manufacturers Band-Sawn Hardwoods and Southern Pine. 
Specializing in Cherry Bark Red Oak. Magnolia and Poplar. 
Annual Cut, 20 million feet. 





Lightsey Brothers....Miley, South Carolina 


Manufacturers of Southern Hardwoods, Cypress and North 
Carolina Pine. Modern Kilns & Planin ill Facilities. End- 
Matched Pine, Oak, Maple & Gum Flooring. 





Southern Hardwoods always 
dependable in Quality 
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McGraw-Curran Lbr. Co... Yazoo City, Miss. 


Band Sawn Southern Hardwoods. Specializing in Deep Swamp 
Cypress, Cherry Bark Red Oak, Delta Red Gum and Tupelo 
and the famous Yazoo Beech. 





Reynolds & Manley Lbr. Co.. .Savannah, Ga. 


Mirs. Southern Hardwoods, Pine, Coast Type Red C 
Can grade- & trade-mark. Planing Mills, Modem Dry Kilns. 
5 R. R. connect’ns. Prompt water shipm’ts, foreign. coastwise. 





J. M. Jones Lbr. Co..........Natchez, Miss. 


Mirs. All agg gg ~ mg and Cypress—Dowicide-Dipped. 
Planing Mills and Dry Kilns. Norma _ 12 Million Feet. 
Also Yellow Pine Boards 





Bailey Lumber Company, Ltd. ..Laurel, Miss. 
Successors to Bastman-Gardiner Hardwood Co. 


Manufacturers of Southern Hardwoods and Yellow Pine. 
0 years of satisfactory service to the trade. 





Augusta Hardwood Co........Augusta, Ga. 
— . i Planing Mills 


Se ned hae ers . . Timbers 





Urania Lumber Co., Lid.........Urania, La. 


Manufacturers All Species Southern Hardwoods and Yellow 
Pine—Air or Kiln-Dried—Planing Mill a or 
Mixed Cars—Reforestation Pioneers Since 1904. 





Louisiana Central Lbr. Co.......Clarks, La. 


Band-Sawn Forked Leaf White Oak, Cherry Bark Red Oak, 
Red and Sap Gum, —, Cypress, Oak Flooring, 
ed or Car Lots. 
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Renton paved 
Universal Wood Mil 


ALL ELECTRIC, 5 MOTORS 


e This compact moulder is a top producer of quality 
mouldings. Its ability to simultaneously produce differ- 
ent and multiple shapes from the same piece of lumber 
in one pass, makes it exceptionally profitable. Modern 
engineering and quality craftsmanship eliminates vibra- 
tion and makes possible high 
speed production and _ positive 
quality. 

e The FENTON’S attractive low 
price is well within the reach of all 
wood fabricators, 
large or small. 








a 









eo 
FENTON | 
MOULDING HEADS 


e 
A valuable accessory for 


use with overhead arm 
equipment, radial saws, RB y) Ly, 
special arbors and shap- 

ers—does a first class job 

of rafter notching, Na. 100-A 
moulding, cabinet and 
pattern work. 


R. N. FENTON CO. 


14032 Woodrow Wilson Ave. Detroit 6, Michigan 
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Desperate Need for Teachers 


Editor’s Note: 

The following letter is typical of the appeals 
we are getting from many of the 35 univer- 
sities which are now conducting four year 
courses and 30 day courses to train young men 
for light construction and marketing careers. 
The lack of competent instructors in home and 
farm building techniques and in marketing 
building products is handicapping this pro- 
gram seriously. If any reader knows any 
competent person or persons interested In se- 
curing a teaching position with some of our 
finest universities—a position with an excel- 
lent future opportunity—won’t you write 
American Lumberman & Building Products 
Merchandiser and we will put them in touch 
with these schools. 


To the Editors: The University of Denver is des- 
perately looking for a man to teach part or all of the 
following subjects: House Construction-Practices 
and Planning; House Construction-Materials; Organi- 
zation of building, contracting business; and, Contrac- 
tors Legal Problems. 

Also a man who would be interested in conducting 
research in the building methods and materials. 

Naturally we are anxious for a man who has some 
academic background, preferably a degree, and would 
be pleased if he also had some teaching experience. 
More particularly, of course, we are looking for a 
man who has had a successful construction career. 
The salary which the university is prepared to pay, 
namely $4,000, 9 months basis, $5,000, 12 months basis, 
probably would not attract the type of man we are 
anxious to obtain, unless he has been or can be bitten 
by the teaching bug. 

The school of the University of Denver is progress- 
ing very nicely. We have about 150 young men en- 
rolled for the fall quarter, most of them are employed 
on a part time basis in the industry, and we feel that 
we are getting the ground work pretty well estab- 
lished, but it is absolutely essential that we locate a 
competent person to teach some or all of the above sub- 
jects, and I am looking to you to help us to this end. 
If you know of someone who would be interested | 
would appreciate a collect telephone call from you 
so that we may contact the man with a view to hav- 
ing him available at the beginning of the fall term.— 
WILLIAM K. BARR, W. B. Barr Lumber company, 
P. O. Box 2169, Denver 1, Colo. 


To the Editors: We have open on our staff a position 
for some one interested in Lumber Merchandising 
and Construction. We would like to fill it before the be- 
ginning of the school year on Oct. 1, and would like 
to enlist your help in this effort. 

The position is at the rank of assistant professor at 
a salary of $4,680 per year. The courses that the in- 
dividual would handle are lumber grading, lumber 
merchandising and building cost estimating. In addi- 
tion to the teaching work we would want to have this 
man handle the advising and other details of work 
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‘Richkraftbreather”’ paper 
i sheathing that meets new 
HA specifications, and has 
any other building uses. 


building papers 


3 you: 


When you handle Richkraft building papers, here are 


hee a few of the advantages you'll find lead to bigger sales 


the : volume and more profits...as well as repeat customers 
ices , 
ani- ae 4 ; apie 

ee. Ss me A complete line of building papers from one source. 


and new business— 


Richkraft papers range from a “breather” sheathing 


_ paper to Richkraft Skufpruf...the reinforced, heavy- 


ome fg @ + 2 i Ss duty, plasticized duplex for the toughest jobs. 
_ | : ye : z Roll-widths from 3 feet to 10 feet... Sizes to fit your 
customers’ needs without waste or cutting. 
Sales assistance designed to fit your sales problems. 
Fill in the coupon below to get quick information 
and samples on the fast-moving Richkraft line of 
quality products. 


4. Richkraft papers are a 
tough, protective layer on top 
of subpills. .. Easy to lay, 
easier to sell! 
(Center above) —Protecting floors 

with Richkraft Skufpruf...You can 

show your customers how to cover 40% 

more area with the same labor, using 

Richkraft 10-foot rolls. 


(Above) —Tough Richkraft Skuf- 
pbruf keeps floors like new in buildings 
under construction... A real builders’ 


‘i . —_— = —_ t -) R 
paper, designed by construction men. ° 


Ue r 
The Richkraft Company 


Builders Building, Chicago 1, Illinois 


Send me samples and further data on Richkraft 
Building Papers. 


Company 


Other Richkraft Products: Richkraft Copper Clad, Richlume Waterproof Insu- Street 
lloting Roof Coating, Silvercote Reflective Insulation, Richglaze Plastic Glazing. 









Are you ready to sell more 
plywood ... ready to earn more 
good will from your customers? 
Why not consult IPCO... whose 
trained staffs of plywood spe- 
cialists and merchandisers are 
ready to serve you...tohelp you 
sell America’s most versatile lum: 
ber... plywood. 


Write or call for our stock and 
price list, today. While our stocks 
are not yet complete, we are receiv- 
ing new shipments, daily. Be pre- 
pared to sell. 


v INDIANAPOLIS PLYWOOD co. 


1300 BEECHER ST. INDIANAPOLIS 7, IND. GA. 4433 


v INDIANAPOLIS PLYWOOD co. 


1ST & COLUMBIA STS. LAFAYETTE, IND. PHONE 2345 


vV OHIO VALLEY PLYWOOD co. 


VINE at SPRING GROVE CINCINNATI, OHIO WO. 9280 














LETTERS 


associated with the lumber merchandising and con- 


struction curriculum in which we have approximately 
50 students registered at present. Also, we woul:! 
want this man to develop our industry contacts and 
take charge of job placement for the students. 

We feel that this position offers a real opportunity 
for a young man, and we hope it will be possible for 
us to obtain a qualified young man to fill this position. 
For the rank of assistant professor, some advanced 
work and a masters degree is normally desirable, but 
I believe we can obtain appointment of a man with 
a Bachelor of Science degree if he has had consider- 
able experience. 

I am writing this in a nature of an inquiry and will 
appreciate your opinion on the possibility of running 
a note or ad in the AMERICAN LUMBERMAN & BUILDING 
PRODUCTS MERCHANDISER describing the position and 
requesting that anyone interested apply through your 
office. What would you think of this proposition and 
an ad or notice of the following type: 

“Large midwestern university seeks young man ex- 
eprienced in lumber merchandising and construction 
to head work in this field. A man with some advanced 
work in business administration, engineering or wood 
technology is preferred and experience in the fields 
of lumber merchandising and construction is essen- 
tial. The work will include teaching courses in lum- 
ber grading, lumber merchandising, and cost esti- 
mating; of handling job placements for students; and 
of working with concerns in the lumber and construc- 
tion fields.” 

I do not believe that we would want to mention 
salary in this ad or notice, but this can be done if 
you considered it necessary and desirable. Possibly 
you would have suggestions on a better way of pre- 
senting this position or you may have suggestions on 
possible candidates who might be available and could 
fill the position without the necessity of running the 
ad.— PROFESSOR FRANK H. KAUFERT, Univer- 
sity of Minnesota, St. Paul, Minn. 


Further Information on Estimating 


To the Editors: In the August 16 issue of your 
magazine, AMERICAN LUMBERMAN & BUILDING PROD- 
UCTS MERCHANDISER, you have a very interesting col- 
umn on Estimating the Job for the Customer. 

In this article you suggest that if additional infor- 
tion on estimating is desired that you be written for 
it. The writer is very much interested in receiving 
any additional information in estimating systems tha‘ 
you have and would appreciate your sending this a! 
your earliest convenience—KENNETH JOHNSON. 
Dyke Brothers, Fort Smith, Ark. 

To the Editors: Am interested in further informa- 
tion on estimating than that set forth in your article 
Estimating the Job for the Customer on page 68 oi 
the August 16 issue. 

Would appreciate receiving what information you 
have available on the various systems.—JACK C. 
HIBBERT, Hibbert Lumber company, Davis, Calif. 

Two suggested systems of estimating are 
the Tamblyn System, P. O. Box 1465, Den- 
ver 1, Colo., and the E. H. Beck company, 
Cincinnati, Ohio. A series of articles on esti- 


mating will begin in the magazine in January, 
1948. 


£ 
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Industry Engineering Rounds the Second Lap! 


With the release of the booklet, “Here’s a Better 
Way to Build” by the National Retail Lumber Deal- 
ers Association, a second milestone has been passed 
in a definite program by private enterprise to pro- 
vide good homes at reduced costs to average-and- 
lower income families. 


All credit to the hundred or more industry engi- 
neers, architects, production and distribution men 
whose devotion to this idealistic concept has made 
such progress possible. 


The number of younger industry executives in this 
group is inspiring. Here is a burgeoning and dynamic 
leadership that will be heard from tomorrow! 


Starting in 1939 under the auspices of the National 
Homes Foundation, the first lap was rounded with 
the engineering of a line of small farm houses which 
established the practicability of coordinated engi- 
neering among the varied and competitive producers 
in our industry. 


After the inevitable wartime interruption, the 
present line of industry engineered homes described 
elsewhere in this issue was developed and now marks 
the completion of the second lap in this race for 
maximum cost reduction in merchantable housing. 


Advanced line production principles, now estab- 
lished, include modular dimensions, standardized 
parts, pre-cutting, pre-fitting, pre-assembly, “packag- 
ing” of all parts produced by a single manufacturer, 
coordination in engineering and assembly of prod- 
ucts, parts and equipment, and simplification of site 
erection methods. 


We can now forecast that dealers and their co- 
operating contractors will, during the coming winter 
and spring, throw their energies into local demon- 
strations of the lowered costs and better values in 
these new industry-engineered houses. 

But our industry leadership should not lose sight 
of the ultimate goal in the accomplishments of the 
present! 


Our industry will not achieve the acme of co- 
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ordinated house-engineering until the maximum sav- 
ings possible through streamlined production and 
distribution are verified by purchase of thousands 
upon thousands of these lowest cost units by home 
seeking families among low income groups. 


The “Model T” of engineered housing is still to be 
achieved—a single engineered home, conforming to 
minimum FHA standards, in which every conceiv- 
able cost reduction element is applied to the flow of 
materials and labor from factories to the constructed 
house on its site. 





The preduction by individual manufacturers of 
thousands of identical packaged units, the distribu- 
tion of these parts packages through “full line” 
wholesalers and dealers, the sale and erection of 
these standardized homes under one local manage- 
ment control and overhead—these are the yet to be 
established techniques which will achieve the ulti- 
mate in cost reduction. 


Only when the industry has achieved the produc- 
tion and sale of a hundred thousand or more of such 
a single standardized unit (with a minimum of cli- 
matic and decorative variables) will we be ready to 
enter that advanced era in house engineering which 
will provide infinite variables in external and in- 
ternal design and decoration while conforming te 
the principles of engineering efficiency and economic 
cost. 


These are the new challenges to our industry engi- 
neering leadership which has performed so ably in 
rounding the second lap. 


EDITOR 
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Huge Capital Expenditure Required to Meet 
America’s Housing Needs for Next 15 Years 





Twentieth Century Fund survey points to necessity of 
strong building program to meet shelter requirements. 


O MEET AMERICA’S housing 

needs for the next 15 years 
will require a capital expenditure 
of approximately 85 to 87 billion 
dollars. 

That is the estimate of the 
Twentieth Century Fund’s late 
survey covering America’s Needs 
and Resources. 

The Fund’s economists estimate 
that a 15-year program to meet re- 
habilitation needs will require 5.5 
million dwelling units. But that is 
only the rehabilitation of existing 
structures. The larger part of the 
program would necessarily be con- 
cerned with the replacement of 
substandard, obsolete and demol- 
ished housing. That program calls 
for new construction involving 11.5 
million dwelling units. 

In order to fulfill this 15-year 
program involving 85 billion dol- 
lars, an average annual expendi- 
ture of 5.7 billion would be re- 
quired to build nearly 19.7 million 
new houses and rehabilitate 5.4 
million units at the rate of 1.3 mil- 
lion new houses and 363,000 re- 
habilitated units a year. 


CAREFUL STUDY MADE 


ABOVE estimates were based on 
a careful study of house building 
in the past. Evans Clark, executive 
director of the Twentieth Century 
Fund, in describing the estimates, 
Said: 

“It is important to determine 
What would be required to bring 
our housing up to minimum stand- 
ards so that every American family 
could live in decency and comfort. 
However, it would be unrealistic 
not to estimate what the demand 
Will be as well as the need. Then 
we can see whether the gap be- 
tween the two can be filled. 

“The report indicates that we 
can count on a demand equal to 
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approximately 85 percent of our 
need, based on the assumption that 
we will have high-level employment 
and a high national income. If 
that is so, normal market opera- 
tions will be able to supply the 
bulk of our housing requirements. 

“The importance of capital out- 
lays for housing can hardly be 
exaggerated,” added Mr. Clark. 
“Upon their size depend the qual- 
ity and the quantity of our houses. 
Moreover, in normal times they 
constitute one-fifth of all our capi- 
tal expenditures. This means that 
housing is one of the major outlets 
for investment and, _ therefore, 
vitally important for maintaining 
high employment and production.” 


INADEQUATE STANDARDS 


TWENTIETH Century Fund’s 
survey indicates that the present 
condition of our housing is far 
from satisfactory by any adequate 
standards. Of the 37 million dwell- 
ing units in 1940, it is estimated 
that only 21 million were in good 
condition; the remaining 16 million 
needed to be either replaced or re- 
habilitated; almost a fifth needed 
major repairs; about one-third had 
no running water; 40 percent had 
no private flush toilet or privy; and 
about 45 percent had no private 
bath or shower. 

The survey showed that the best 
housing is found in the cities of 
the North and West. The worst 
housing was found on the farms of 
the South. Urban housing was 
generally found superior to rural 
housing and rural nonfarm housing 
to farm housing. 


Four times as many southern 
farm dwellings need major repairs 
as western urban dwellings; over- 
crowding is five times as frequent. 
Almost 13 percent of urban dwell- 
ings in the North and West lacked 





a private flush toilet in 1940. 

Using good repair and private 
bath or toilet facilities as a meas- 
urement, the report indicates that 
35 percent of all urban housing was 
substandard in 1940. 


NEED NEW HOUSES 


IN ADDITION to the replace- 
ment of substandard housing, new 
houses for new families are needed. 
Assuming a vacancy rate of three 
percent for 1960, the 44.3 million 
families existing in 1960 will re- 
quire roughly 45.7 million dwelling 
units. That represents a net in- 
crease of 8.4 million over the num- 
ber of houses in 1940. Since over 
two million permanent dwellings 
were added between 1940 and 1945, 
some 6.3 million are needed by 1960 
to house additional families. 

If families now doubling up were 
permitted to live alone, we would 
need 850,000 new houses. We will 
need one million new nonfarm 
dwellings to provide shelter of 
farm families that are expected to 
leave the farm population in the 
coming years; and we will need 1.4 
million dwellings to replace the 
houses demolished by acts of na- 
ture during the 15-year period. 

Adding these figures to the 6.3 
million houses for new families and 
the 10.1 million for replacement of 
substandard units, a total of nearly 
19.7 million new dwellings will be 
needed. 


The total cost for such a pro- 
gram would be 72.3 billion or 72.8 
billion if our rural houses were 
equipped with baths and _ toilets. 
Adding to this the cost of 12.5 bil- 
lion (or 13.8 billion with modern 
plumbing for rural houses) for re- 
habilitating 5.4 million substand- 
ard houses gives a grand total of 
84.8 or 86.6 billion to fill America’s 
housing needs. 
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EXTERIOR of the Pompton Lakes (N. J.) Building Supply company as it looks today. Plans are drawn 
for modernization of the interior and exterior of the store. 


Confidence Backed by Experience 


66 E HANDLE people as we Expressed in work-a-day prac- ASSOCIATION PRESIDENT 
would like to be handled. tice, that philosophy means that THE president of the Pompton 
We don’t leave them until our job the home builder has the experi- Lakes Building & Supply company 
is completed.” ence of the Pompton Lakes con- is just as proud of the record of 
That is the business philosophy cern behind him all the way the New Jersey Lumbermen’s as- 
of Nicholas S. Gentile, president through the construction period. sociation while he was _ president 
of the Pompton Lakes Building “We have built our business up in 1945-1946. 
Supply company, Pompton Lakes, from a 2x4 to an 8x10 and we are The big membership that took 
N. J., which serves the Tri-County jealous of our reputation,” ex- place during that period might be 
Area—Passaic, Bergen and Morris. plained Mr. Gentile. expected because of the interpre- 


tation of government regulations 
afforded association members. Not 
one member was fined for OPA 
violations. Mr. Gentile is rightly 
proud of that record. 

“Our organization,’ added Mr. 
Gentile, “has been built on quality 
and service. We have never adver- 
tised price.” 

Roughly, this is how Mr. Gentile 
breaks down his overall business: 
lumber, 40 percent; mason’s sup- 
plies, 20 percent; coal, 15 percent; 
fuel oil 10 percent; paint and hard- 
ware 10 percent; appliances 5 per- 
cent. 

Before entering the retail lum- 
ber business, Mr. Gentile was a 
builder from 1917 to 1927. At that 
time his brother was _ handling 
building materials and the tie-in 
was a natural. When his brother's 
health failed, Mr. Gentile gave up 
his contracting business and took 
KEY personnel of the Pompton Lakes Building Supply company, left to right: Nicholas S. over the retail lumber business. 


Gentile, president; Clifford M. Tyler, secretary and sales manager; Anthony Gentile, vice ; During the busy 1930s, Mr. Gen- 
president and treasurer. tile had an architect on his staff 
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Pompton Lakes Building & Supply com- 
pany, Pompton Lakes, N. J., stays with the 
consumer-builder until the job is done. 








and the concern did a strong pack- 
aged selling job under the Guild 
system. This included some 200 
homes, many of them substantial 
summer cottages converted for 
year-around occupancy on Cupaw 
lake. These homes ran from $5,000 
to $16,000. Most of the plans for 
these homes were drawn by the 


Pompton Lakes Building Supply 
company. 
TYLER 1S SALES MANAGER 
CLIFFORD H. TYLER, secre- 


tary and sales manager of the or- 
ganization, worked closely with Mr. 
Gentile on this development. 

“We have to tailor our program 
to the times,” said Mr. Tyler, ex- 
plaining how Pompton Lakes han- 
dles prospective home builders. 

Today the three architects with 
whom the Pompton Lakes concern 
normally deals are booked ahead 
for several months. For that rea- 
son, a number of plan books are 
first made available to the home 
builder after a general discussion 
of income in relation to the size 
of the home desired. The home 
builder is then introduced to a local 
banker to arrange financing. 

Pompton Lakes tries to distrib- 
ute its work so that no one con- 
tractor will be overloaded. It is 
very important, Mr. Tyler believes, 
to see that the personalities of the 
home builder and the contractor do 
not conflict. He has witnessed sev- 
eral unpleasant building episodes 
because of this factor. 

The displays and shelves of the 
Pompton Lakes Building Supply 
company are stocked with branded 
products which bear out Mr. Gen- 
tile’s assertion: 

“We believe in taking well known 
brands and pushing them.” 

The physical plant occupies 34% 
acres. A new coal pocket was built 
last year with a capacity of 800 
tons. This pocket, together with 
loading machinery, is under cover. 
The yard, which is served by a 
spur railroad track, has open air 
Storage for one million feet and a 
shed capacity of approximately 
500,000 feet. Only dimension is 
stored outside. 


Normally, modernization and 
new building are on a 50-50 vol- 
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ume basis. Modernization jobs in- 
clude bathrooms, kitchens, attics, 
cellars and restaurants. 


SUBSTANTIAL GROWTH 


THE company’s gross business 
has increased from approximately 
$300,000 in 1941 to $500,000 in 
1946. 


The heaviest percentage of the 
company’s advertising is done in 
the local newspaper, the Pompton 
mail is sent out seasonally to about 
2,000 customers already listed in 
the company’s order file. 


Although Pompton Lakes Build- 
ing Supply company started han- 
dling oil in 1936, it did not begin 
handling oil burners until this 
year, when it was forced to take 
on a line to protect its oil gallon- 
age because of competition started 
by the major oil companies in the 
area. 


Trucking equipment includes two 
high lift coal trucks; two oil 
trucks; four lumber trucks and one 
service truck. 


Total personnel numbers 23 in- 
cluding 15 men employed in the 
yard. 

Store modernization plans are 
already drawn to include both in- 
terior and exterior changes. Before 
another year has passed Pompton 
Lakes Building Supply company 
may be in its remodeled home. 





APPLIANCES catch the eye of the customer immediately upon entering the store. 
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Industry-Engineered Home Plans 
Soon Ready for Dealer Use 





LANS FOR THE Industry- 

Engineered home, the great- 
est co-operative undertaking in the 
history of the building industry, 
will soon be ready for the retail 
lumber dealer. 

Behind 22 months of planning 
and engineering sponsored jointly 
by the Producers Council and the 
National Retail Lumber Dealers 
Association was a single fixed pur- 
pose: to reduce the cost of home 
building. 

To accomplish this task, all 
branches of the industry including 
100 individual manufacturers of 
building materials and 40 national 
trade associations contributed their 
best technical skill. The result was 
an agreement on the sound tech- 
nical principles incorporated in the 
house. 

What the Industry-Engineered 
Homes Program can mean to the 
retail lumber dealer and to a 
country hungry for houses will be 
indicated in this article. 

“With this project,” said L. 
C. Hart, ‘co-chairman of the 
Manufacturer-Dealer Co-ordinating 
Committee, “we have exploded the 
idea that the private building in- 
dustry cannot be depended upon to 
solve its problems and that govern- 
ment must do the job.” 

Norman P. Mason, president of 
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NRLDA, who served with Mr. Hart 
as co-chairman of the M-D com- 
mittee, made the following ex- 
planatory comment at an I-E press 
conference: 

“The I-E Homes Program is not 
a plan of prefabrication, although 
it takes a few constructive ideas 
that that industry has produced 
and uses them in conventional 
practice. It uses no untried or un- 


Cooperative effort by all segments of the building 

industry has produced a house engineered on a 

modular system to cut building costs. Practical 

research project in building I-E homes is under- 

way at the University of Illinois, where every 

phase of on-site construction costs is being studied 
in detail. 


known schemes. It does use in- 
dustry-wide planning and co-opera- 
tion rather than former methods of 
individual planning.” 
LOCAL LEVEL PLANNING 

HOW successful the program 
turns out to be will depend in large 
measure on the packaging and en- 
gineering of materials at the local 
level. Stated another way, dollars- 
and-cents savings to the prospective 
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SIX of the Industry-Engineered Homes are being built in a site fabrication study at the 


University of Illinois. This project is under the supervision of Prof. William H. Scheick, ¢o- 
ordinator, and Prof. James T. Lendrum, associate coordinator, of the university's Small Homes 


Council. 
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ON THE second floor there are two bed- 
rooms, a bath and four closets. Bathroom is 
placed above the kitchen to make the most 
effective use of plumbing stack, pipes and 
fixtures. 
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TWO-STORY feature house has a floor area 

of 896 square feet. Any type of heating 

system may be used. The laundry is planned 
for the basement. 





home builder are dependent on a 


synchronized operation involving 
building products manufacturers, 
the building materials dealer and 
the contractor. This requires an 
efficient handling of labor and ma- 
terials at the dealer-contractor 
level. 

Here, for the first time, are 
brought together, all the tested 
means of reducing the cost of 
building a home. The small-scale 


LIVING-OINING RM. 
| 12° I" 29-6 











FIRST FLOOR 
FIRST 


builder, for the first time, has the 
benefits of standardization of mass 
production heretofore possible only 
in prefabrication or large scale 
operations. 

The basis of the money savings 
possible in the Industry-Engineered 
home is the design of the house 
which has been engineered through- 
out on a modular system. Under 
the modular plan, dimensions of 
the house are co-ordinated with the 
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FLOOR plan of the two-story feature house allows a dining area as an addition to the 


general living area. Convenient serving from the kitchen to either the dining area or to the 
terrace is possible. 
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dimensions of the materials that go 
into it, using standard sizes to 
avoid waste of time, labor and 
materials. 

The four-inch unit of measure- 
ment is the module utilized in the 
I-E home. Many building materials 
—windows, doors and masonry 
products, for example—have been 
manufactured on a modular plan 
for some time. 

SAVINGS OUTLINED 

SAVINGS possible under the 
modular plan include: 

1. Savings in manufacture of 
materials through standardization. 
This will mean a greater degree of 
mass production, a savings in 
handling and warehousing costs 
resulting from inventory savings 
at both the point of manufacture 
and dealers’ yards. 

2. Savings in distribution. Every 
dealer can afford to keep all the 
standard parts in stock all the time. 
Labor and time costs resulting 
from delivery delays will be re- 
duced. Standardization will make 
possible a steady flow of materials 
to the job site. 

3. Savings at the construction 
site. There will be less sawing and 
cutting of materials, less waste 
time. 

Although a vast amount of en- 
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gineering has gone into the pro- 
gram so far, the technical com- 
mittee emphasize that the I-E 
house of today is not the final 
answer. It is hoped to standardize 
additional stock building materials 
and mechanical equipment. Today’s 
I-E house, a far-reaching step in 
the right direction, will be im- 
proved by continued research. 

The first major research project 
is now underway at the Uni- 
versity of Illinois, where six 
I-E homes are being built. The 
houses are being constructed two 
at a time—one frame and one 
brick. After one pair is well 
underway, another pair of identical 
houses will be started. The lessons 
learned in building the previous 
pair will be carried over in an at- 
tempt to improve operations on 
succeeding pairs. 

These are the factors being 
studied: organization of the con- 
struction job; flow of materials to 
the job; handling of materials at 
the site; construction techniques 
used by the contractor and his 
building mechanics. 

This study of time-saving meth- 
ods in the erection of small 
homes was possible by a $45,000 
grant from the Office of Technical 
Services, U. S. Department of Com- 
merce. 


FURTHER SAVINGS POSSIBLE 


MAN-HOUR standards for each 
of the basic operations in erecting 
a house will be secured from these 
studies. The technical committee of 
the I-E Home Program, it is ex- 
pected, will make the results of 
these studies available so that on- 
site costs may be cut even further. 

National organizations which are 
interested in home building have 
indorsed the I-E Home Program. 
Frank Cortright, vice president, 
National Association of Home 
Builders, says his association is 
planning to build 100 demonstra- 
tion I-E homes throughout the 
country. The National Housing 
Committee of the American Legion 
has asked its posts throughout the 
country to support the plan. 

Using one of the preliminary de- 
signs, Lynn Boyd Lumber Co., 
Pampa, Tex., built an I-E home 
without the later engineering re- 
finements. This house sold for $5.- 
900 including sidewalks and a $750 
lot. 


Scores of inquiries by dealers, all 
interested in building demonstra- 
tion homes as soon as possible, have 
been directed to regional secre- 
taries and to NRLDA headquarters 
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in Washington, reports H. R. (Cot- 
ton) Northup. 

Merchandising tools to help the 
dealer have already been prepared 
at NRLDA headquarters. This in- 
cludes a sales kit comprising news- 
paper advertising mats, point of 
sale displays, suggested direct mail 
letters and local news stories. 

The I-E house plans were drawn 
by H. O. Chapman, Jr. and Ran- 
dolph Evans, both members of the 
American Institute of Architects. 
Adaptation of modular principles 
to these designs was done by A. 
Gordon Lorimer, former chief 
architect for New York City and 
technical adviser to the Producers 
Council. 

The engineering includes not 
only the shell of the house, but also 





THE L-shape feature house is one of the two basic plans. 


the kitchen, bathroom, plumbing, 
heating and other details. Althouch 
I-E homes are designed to repre- 
sent the minimum dwellings of 
quality that the public is likely to 
find acceptable from every stand- 
point, the consumer has consider- 
able freedom of choice in materials 
and equipment. The homes are 
designed to be constructed of ma- 
terials generally available in any 
locality. 

The L-shaped house, for example, 
may be constructed of lumber or 
brick or concrete. The _ interior 
walls may be finished in wallboard 
or insulation board or plasterboard 
and plaster or in plywood or wood 
panelling. Variation is limited only 
by the materials available. 

Under these circumstances, the 


It can be constructed with or 


without a basement. The floor area is 768 square feet. 
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FLOOR plan for the L-shape house features an economical arrangement of kitchen and bath, 


back to back. A slight change in the position of the kitchen door will permit the use of 


completely fabricated kitchen-bathroom assemblies. 
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I-E houses will not only meet local 
building code and FHA require- 
ments, but they can be made to 
conform to the architectural ap- 
pearance generally favored in any 
locality. 

Actually, the house is engineered 
for low cost, medium and de luxe 
specifications, points out Dudley T. 
Colton, chairman of the sub- 
committee on construction methods 
of the Producers Council. Some 
manufacturers are planning to of- 
fer alternative equipment for home 
owners who want something better 
than the basic plans call for. 


BASIC PLANS 


TWO basic plans, one for an L- 
shape house and another for a two- 
story model, permit an indefinite 
number of interior arrangements. 
None of the I-E houses will appear 
alike, since their position on the lot, 
their exterior finish, their trim and 
other decorative possibilities are 
almost unlimited. The addition of a 
garage and other auxiliary build- 
ings further change the appearance 
of the house. 

Heating equipment, plumbing, 
hardware, lighting fixtures, electric 
wiring and interior finish wood- 
work can all be packaged for this 
basic unit. 

Furthermore, several organiza- 
tions within the building industry 
are planning to apply the basic 
engineering principles in the I-E 
house to other house designs using 
their specific materials. Within the 
limitations of certain dimensional 
requirements, almost any house 
plan can be adapted to take ad- 
vantage of the engineering prin- 
ciples established by the program. 

Climatic conditions normally dic- 
tate the extent of heating equip- 
ment and_ insulation. Personal 
preference and locality frequently 
determine whether or not the house 
should be constructed on a founda- 
tion with basement or upon a base- 
mentless foundation on concrete 
footing pads. Any of these changes 
can be made with no major altera- 
tion in the basic design. 

Here are some of the structural 
highlights of the two basic plans, 
the L-shaped house and the two- 
story house. 

The L-shaped house can be con- 
structed with or without basement 
with no structural change in either 
materials or floor plans except the 
substitution of a stairwell for the 
storage closet. Its floor area is 768 
square feet. The room sizes are as 
follows: living room 12x16; dining 
room 3 feet 8 inches by 8 feet; 













What the Dealer Can Do About the 
Industry-Engineered Home 


1. Secure plans. These will be available starting about Oct. 15. Appli- 
cation for plans may be made either through your regional association or 
by writing National Retail Lumber Dealers Association, 302 Ring Build- 
ing, Washington 6, D. C. Plans cost $5 for the first set, $3 each for four 


or more sets. 


2. Watch for the interpretative manual, “Here’s a Better Way to 
Build.”” Each retail dealer who is a member of NRLDA will receive one 
copy free of charge through the mail. Others may purchase copies. This 
160-page promotional book will be ready about Nov. 1. Study this manual. 
It contains vital information about all phases of the program. Additional 
copies will be sold at $1 each. Make checks payable to the National 
Building Material Dealers Corporation, 302 Ring Building, Washington 6, 


BD. Cc. 


3. Promote I-E home building. A promotional kit (newspaper adver- 
tising mats, point-of-sale displays, local news stories, suggested direct 
mail letters, etc.) will be available about Oct. 1 through NRLDA at $1 


per set. 


4. Build model homes. Inquiries made at NRLDA and regional associa- 
tion headquarters indicate that scores of dealers are planning to start 
construction as soon as plans are available. No plans will be available 
for general sale until these model homes are underway. Dealers erecting 
model homes must sign an agreemnt to follow original plans. 
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kitchen 7 feet 8 inches by 12 feet 6 
inches; bedroom No. 1, 10 feet by 
12 feet 8 inches; bedroom No. 2, 9 
feet 4 inches by 11 feet 8 inches. 

The dining area is provided as an 
addition to the general living space 
and is convenient to the service 
door of the kitchen. It is possible 
to extend the dining table into the 
general living area, thus providing 
a flexibility not possible in a fully 
separated dining room. 

The basic economical arrange- 
ment of bathroom and kitchen, back 
to back, was adopted with a view to 
cutting plumbing costs to a mini- 
mum. The kitchen-bathroom ar- 
rangement also provides the pos- 
sibility of utilizing completely 
fabricated kitchen-bathroom as- 
semblies now on the market, the 
only change required being a slight 
move in the position of the kitchen 
door. Laundry equipment may be 
installed either in the basement or 
kitchen, but a basement laundry is 
obviously necessary where an elec- 
tric laundry is desired including 
electric clothes dryer. 


In the L-shaped house, the end 
wall of the living room is not 
broken by windows, making pos- 
sible the addition of a garage, 
either during construction or at a 
later time. 

Especially in cases where the 
garage is not attached, dealers 
should give ample consideration to 
storage space in the basementless 
house. 

With garage attached, the L- 
shaped house will meet the prop- 
erty requirements of most cities if 


placed on a 60-foot lot with the long 
direction parallel to the street. 


TWO-STORY HOUSE 

THE two-story house comprises a 
single plan element of 16 by 28 feet 
nominal size. Because of the small 
foundation and basement and roof 
areas required, this forms an eco- 
nomical style for the floor space 
given (896 square feet). 

The first floor is composed of a 
combined living-dining area 12 feet 
8 inches by 19 feet 8 inches, plus a 
study corner and a kitchen 8 feet 
by 12 feet, 8 inches. The dining 
area is provided as an addition to 
the general living area and is con- 
venient to the service door of the 
kitchen. An effort was made here 
to provide for convenient serving 
from the kitchen to either the 
dining area or to the terrace while 
leaving a large portion of the living 
room free from kitchen traffic. 

Convenient access is provided 
from the living room area to the 
terrace and this door is equally ac- 
cessible when serving from the 
kitchen to the terrace. During in- 
clement weather, the position of 
the stairs leading to the basement 
makes it possible for guests or chil- 
dren to reach a recreation room in 
the basement without tracking 
through the house. 

Between the terrace, the breeze- 
way and the basement, there is 
ample opportunity to provide rec- 
reation space for children in all 
types of weather. All three areas 
are also readily accessible from the 
kitchen. 

On the second floor, which can be 
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THESE pictures show the variations it is possible to achieve in design and appearance of 
Industry-Engineered Houses. 


reached from the front entrance 
without passing through the living- 
dining area, there are two bed- 
rooms, a bath and four closets. The 
master bedroom, 11 feet 8 inches 
by 16 feet, has two closets; the 
smaller bedroom, 9 feet 6 inches by 
12 feet has one closet. A linen 
closet in the hall is easily accessible 
from either the bathroom or bed- 
rooms. 

The bathroom is placed above 
the kitchen to make the most ef- 
fective use of plumbing stack, pipes 
and fixtures. In the _ two-story 
house, as well as the L-shaped 
house, the heating equipment is 
closely associated with the plumb- 
ing and water lines, reducing hot 
water losses to a minimum. 

Since this house has_ been 
planned with a basement type of 
foundation, any type of heating 
system may be used and any kind 
of fuel. If considering a warm-air 
furnace, it is recommended that a 
forced warm-air type be employed 
as the chimney and heating equip- 
ment are located at one end of the 
house. The laundry is planned for 
the basement. 

Every effort has been made in 
both designs to coordinate exterior 
dimensions with the interior di- 
mensions to reduce cutting, fitting 
and lost time. Closets in both 
houses may be manufactured and 
assembled off-site. 

Whenever feasible, it is rec- 
ommended that floor, ceiling and 
wall materials be applied before 
partitions are erected. This is par- 
ticularly true of second floor par- 
titions, where floor areas are 
relatively clear. 

While double-hung windows of 
wood or metal are shown on the 
plans and architect’s renderings, 
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any window designed on the modu- 
lar 4-inch unit of measurement can 
be used. 

While the two-story house fol- 
lows the L-shape house principle of 
16-feet inside measurements from 
wall to wall as nearly as possible, 
on the second floor a knee-wall has 
been used to bring the roof lines 
down to provide a better exterior 
appearance. 

Since every regional FHA office 
has a different set of standards, the 
basic plan will not conform to FHA 
requirements in every section of 
the country. However, as NRLDA 
officials point out, the basic plan is 
easily adaptable to conform to FHA 
requirements anywhere. 


PROMOTIONAL BOOKLET 


ONE of the major promotional 
pieces of literature that will soon 
be available to dealers, contractors, 
builders and_ prospective home 
owners is a 160-page interpretative 
manual, “Here’s a Better Way to 
Build.” 


One copy will be distributed free 
to members of NRLDA and Pro- 
ducers’ Council members. Others 
will be sold to prospective home 
builders and interested parties «at 
$1 each. 

The first 44 pages will be de- 
voted to a brief historical review 
of the principles underlying the I-E 
Homes Program and a presentation 
and interpretation of the two basic 
house designs. 

The remaining 116 pages will 
consist of a series of four-page sec- 
tions describing and _ providing 
basic information regarding the ap- 
plication of each class of product 
to I-E homes principles. The text 
is purely explanatory, not com- 
petitive, as in the case of describing 
the use of masonry and wood frame 
walls. 

Seores of leaders in the building 
industry have contributed their 
thinking and technical skill to the 
I-E program. Aside from the men 
already named, the contribution of 
the Committee on Construction 
Methods cannot be overestimated. 

Members of this committee are: 
C. E. Abbey, Gypsum Association ; 
K. D. Ackad, Crane Company; 
James T. Baldwin, Armstrong Cork 
Company; I. L. Birner, The Celo- 
tex Corporation; Carl Bredahl, 
Westinghouse Electric Corp.; R. A. 
Glaze, Weyerhaeuser Sales Com- 
pany; R. G. Kimbell, National 
Lumber Mfrs. Assn.; Frank Glu- 
cas, National Association of Master 
Plumbers; A. Gordon Lorimer, 
architect, New York; H. R. 
Northup, secretary - manager, 
NRLDA; Harry C. Plummer, 
Structural Clay Products Institute; 
W. C. Randall, Detroit Steel Prod- 
ucts Co.; Romer Shawhan, Marble 
Institute of America, Inc.; H. Ladd 
Smith, Vermont Marble Co. and 
Dudley T. Colton, Johns-Manville 
Corp. 





methods on the construction site. 


order and stock. 





The development of coordinated 


What Is Modular Design? 


Modular design involves the manufacture of building materials to 
conform with building dimensions. 


It is not prefabrication, although it does lead to streamlined assembly 


standards for materials and con- 
struction dimensions was undertaken jointly by the Producers Council 
and the American Institute of Architects in 1939. 

After a comprehensive study, a four-inch unit was adopted. The four- 
inch increment, the committee felt, would afford the maximum standard- 
ization and at the same time allow sufficient flexibility in design. 

General acceptance and adoption of modular design—already recog- 
nized by many manufacturers of building materials—means a reduction 
in the number of sizes to order and stock. It means savings in account- 
ing and storage space. The building materials dealer has fewer sizes to 


On-site work of the building mechanic is simplified because products 
are measured to fit, saving materials and labor. 
The end result is a reduction in the cost of home building. 
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IN A SERIES OF LESSONS FOR 
CONSUMER SALESMEN OF LUM- 
BER AND BUILDING PRODUCTS 








Gutlding Farm Sales 


For the Present and Future 


HE SALESMAN WHO is for- 

tunate enough to represent an 
aggressive building material mer- 
chant in a rural territory has an 
enviable opportunity to render 
service, increase sales volume and 
benefit himself by increased earn- 
ings. 

To fulfill his responsibilities he 
must have certain training and ex- 
perience—all pointed towards the 
farmer’s building problems and his 
employer’s merchandise. 

He should be able to counsel and 
assist his farmer prospect in mak- 
ing the best decision with regard 
to any building project which may 
be contemplated — offer definite 
suggestions on sizes, types of ma- 
terials. lay-out and location of pro- 
posed additions or new buildings, 
and aid him in planning for future 
development. ' 

To be able to measure up to these 
requirements is“not too difficult; 
but, as in every other sales activity, 
success depends on knowledge of 
the prospect’s problems—and_ re- 
quires a mental warehouse packed 
with constructive, practical solu- 
tions. 

The selected employee, who un- 
dertakes this job, need not be a high 
pressure salesman. Instead, by his 
keen understanding, he helps his 
prospects to make the right pur- 
chases; and, as a consequence, 
builds a feeling of confidence in 
them to the extent that they will 
always consult him before making 
any purchase of building products. 


CONTINUAL STUDY NEEDED 


TO ACQUIRE these several es- 
Sential talents, it is necessary to 
engage in continual study and re- 
Search. There are several avenues 
open for the ambitious man who 
desires to make his career one of 
Service to the farmer customer. 

A fundamental requirement is to 


Buitpinc Propucts MrercHANDISER 


acquire a thorough knowledge of 
the building products stocked by 
your employer. This should include 
kinds of material—their function 
—the good qualities of each—why 
one is superior to another for cer- 
tain purposes—their sizes—weights 
—and how they are packed—how 
many feet or pieces per bundle— 
the color range—whether or not 
they are fireproof—how they should 
be applied—and how much they will 
cost. 

You should stress quality mate- 
rials. Because most farm construc- 
tion is intended to last—withstand 
time, fire, and storm, and also be- 
cause labor installation costs are 
very nearly equal for any given 
structure or improvement, complete 
costs should be figured on a service 
per year basis—rather than the 
initial cost of material. By use of 
this technique, the salesman can 


‘prove that the best materials are 


the cheapest in the long run; and, 
as a consequence, insure lasting 
consumer satisfaction—more dollar 
volume to his employer — and 
greater earnings to himself by sell- 
ing (or leading the prospect to buy) 
the highest quality of materials 
which may be appropriate to fill the 
customer’s needs. 


The rural salesman should have 
sufficient estimating ability to make 
up the required lists of packages of 
shingles or siding—and also the 
quantities and kinds of fixtures or 
accessories required to do a com- 
plete job; such as ridge cap, start- 
ing strip, inner and outer corners, 
door and window casing molding, 
the size and kind of rust-proof 
nails and the amounts required. 


SELLING EQUIPMENT 
EQUIPMENT for selling:—In 
his “sales kit,” he should have a 
construction or application manual, 
which should contain all of the 


printed instructions for installa- 
tion and service, so that, when any 
question arises, he can, with con- 
fidence, refer to these directions 
and guide his customer or the 
workmen with reference to the ap- 
proved methods of installation as 
prescribed by the manufacturer. 

The sales kit should also contain 
the following: prospect cards for 
property improvements—new 
homes—farm _ buildings—commer- 
cial structures. These can be pre- 
pared in several colors—to make 
separation into each classification 
quite simple. 


Sketch blanks—While there are 
several types of sketch blanks, 
which have been prepared for spe- 
cific purposes such as roofing, sid- 
ing, modernization, etc., a quite 
practical substitute, which will an- 
swer, consists of a pad of cross- 
section paper, divided into small 
squares, which, by using these to 
a scale of one square equals one 
foot, will simplify free hand sketch- 
ing. 

Because the figured dimensions 
on the sketch determine the price, 
accurate scale drawings need only 
be made after the job is sold. 


Property Improvement Agree- 
ment forms—These are the con- 
tract forms used when both mate- 
rial and labor are to be furnished. 


New Construction Agreement 
forms—The contract form for new 
construction which also includes 
both material and labor. 

Material Order Blank — used 
for “material only” sales. 


Credit Statements—for property 
improvement sales—usually fur- 
nished by the local lending insti- 
tution, one familiar with every type 
of Farm Construction credit avail- 
able to your farmers. 


Application for loan for new con- 
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struction——also 
lending agency. 

Mortgager’s Statement — This 
form is required in triplicate in 
order that the lending agency may 
prepare a commitment as to amount 
and tenure of loan. 

FHA Rate Chart—to_ enable 
salesman to quickly arrive at 
monthly payments and amount of 
note and finance fees. 

Plan Service Books—These will 


furnished by the 


be most useful if the building de- 
signs and type of construction are 
adapted to the needs of farmers in 
your region. 


Equipment Catalogs—which give 
valuable information on ventilation, 


layout, equipment, designs, and 
prices. These will be an aid in 
planning improvements or new 
structures. 


Before and After photographs— 
with testimonials, name and ad- 
dress of customer, and total cost 
of improvement. This book will 
grow as the salesman (who should 
have a camera) proceeds with his 
work. It can be a very convincing 
sales tool because, through it, the 
prospect can visualize the obtain- 
able results which apply to his 
problem. 


Note: In taking “before” pic- 
tures, always direct the camera to- 
wards the spot which will be most 
attractive after the job is done. 
Mark the location of the camera so 
that when the “after” picture is 
taken, the negatives will correspond 
in viewpoint. 


Material Price Lists—The sales- 
man should have a complete ma- 
terial price list—covering all of 
the dealer’s products—based on the 
price schedule which applies to the 
normal property improvement sales. 
Whole house jobs should be priced 
at the dealer’s office. 


The 


, 


aggressive salesman will 


also develop a price list for special 
items or services (whether the 
dealer handles them or not) such 
as, pre-mixed concrete, sheet metal 
work, excavation, etc. By this 
method, fairly accurate total cost 
estimates can be arrived at to aid 
the customer in making his finan- 
cial arrangements. 

Package Sales — Because the 
farmer is not usually an experi- 
enced builder, the salesman can be 








of invaluable assistance by convert- 
ing his employer’s materials into 
units or packages for the farmer’s 


convenience. The dealer may al- 
ready have provided certain units 
such as hog houses, brooders, hay 
racks, outside toilets, etc., either 
in bill of material form or pre-fab- 
ricated to a point where assembly 
on the job is greatly simplied. 

The alert salesman will use these 
sales items to the best advantage; 
and, as he gains experience, will 
suggest additional packages which 
his customer might use. 

In addition, by study of his ma- 
terial price list, he will assemble 
package unit prices for ordinary 
items; such as, doors, windows, 
cabinets, etc. 

A single example of this tech- 
nique would be one where the 


September 


farmer decides he wants a connect- 
ing door installed. 


The salesman would construct 
his package by listing all of the 
required items; such as, one set of 
jambs with stops—two sides of trim 
—one set of butt hinges—one lock 
set—depending on the size and 
thickness of door as well as the 
pattern, whether of panel, glazed, 
or slab type of door, would deter- 
mine the unit package price. 


Each type and size of door 
and each type of trim should be 
assembled in the same manner— 
and retained by the salesman in 
his price book. A similar pattern 
should be followed for front en- 
trances. Windows, for example, 
would include frames, sash, sash 
weights, and cord or sash balances, 
sash locks, window lifts, screens, 
storm sash, and hardware. 


Screen Porch Enclosures—can 
be packaged at so much per square 
foot or running foot with screen 
door and frame as an “add.” 


In each of these cases, the often 


overlooked related items; such as, 
paint, varnish, stain, putty, putty 
knife, paint brush, etc., should be 
suggested thus saving the customer 
valuable time. 


KEEP DEVELOPING PACKAGES 


THE package field is unlimited, 
and a good salesman will develop 
at least one new package each week 
—or 50 per year! 

Obviously, as each new package 
is developed, it should be approved 
by his employer and copies filed in 
the office to facilitate the over 
counter salesman’s ability to serve 
those customers who come to the 
yard. 


Miniature Samples—tThe sales- 
man should be equipped with a 
sample kit with miniature samples 
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of shingles—wall board—asbestos 
board—moldings, etc., so that these 
can be easily found and shown. An 
extra supply, so that upon request 
one Or more can be left with the 
farmer, will be found to effect 
quicker decisions and_ increase 
volume. 

Suggestions to Salesmen to Capi- 
talize on Their Opportunities in the 
Rural Market: 

1. Analyze what you have to of- 
fer, which in the main is protec- 
tion against fire by using fire re- 
sistant materials and treatments 
against weather, by using materials 
which will provide a weather-tight 
exterior—against heat and cold, by 
the use of insulation. These will 
protect the farmer’s home, his 
herds, and flocks from sudden tem- 
perature variations and aid in 
higher production of eggs, milk, 
etc. 


2. Adopt and live a service at- 
titude. Whether the job is large or 
small, help the farmer make the 
right purchase (the small order to- 
day, well serviced, will bring the 
large order tomorrow.) Each order 
should lead to two more. 


» 


3. Use the package technique 
wherever possible. It will increase 
your sales volume and your cus- 
tomer will appreciate the complete 
service—and you will save time. 

4. Use the time payment plan— 
to spread the cost of improvements 
on a service and “it pays for it- 
self” basis. Quote it on every job. 


5. Identify yourself by stamp- 
ing your name on each piece of 
literature you leave with a prospect 
—(this, of course, in addition to 
the dealer’s imprint). 


6. Invite and offer to transport 
interested prospects to the dealer’s 
headquarters and personally con- 
duct them through the displays. Be 
sure to introduce them to the 
owner, manager, or credit manager 
if this is their first visit. 

7. Plan to personally visit each 
farmer in your territory at least 
once every quarter. 


8. Develop an “over the years” 
building plan—or an ideal and com- 
plete building program for every 
farm in your area. This will help 
make the current sale easier and 
larger, 

9. Keep a complete list of all 
those in your territory, include tele- 
phone numbers, so that you can call 
them when specials are on sale. 

10. Use the five methods of pros- 


pect finding, which are peculiar to 
rural selling. 





BUILDING Propucts MERCHANDISER 








FINDING PROSPECTS 

METHOD A—Fire losses— 
watch the local papers and call on 
the fire victim at once. 

Method B—Become acquainted 
with the County agent. He acts 
as advisor and counselor to the 
farmer. Show him the kind of 
service which you can offer and 
he will become a source of new 
prospects for you. 

Method C—Rural Electrification 
—when any section of your terri- 
tory becomes electrified contact the 
farmers in that area because many 
purchases have been deferred un- 
til the power becomes available. 
If possible, obtain advance infor- 
mation regarding contemplated 
electrification from the power com- 
pany and start your sales program 
either by mail, ’phone, or personal 
visit. 

Method D—Absentee Owners— 
banks, real estate agents, insurance 
companies, and others often act as 
owners or owner’s representatives. 
Prepare a list of these—by asking 
the tenant. Analyze the immediate 
needs for improvement or emer- 
gency repairs and then contact 
them either in person or by mail 
and present a definite proposal. 

Method E—Grange Meetings— 
cultivate the Grange. Offer to par- 
ticipate in their program by de- 
scribing the many services which 
your Company is willing and able 
to give them. Invite the members 





to visit your employer’s display— 
and provide a generous amount of 
samples and literature for distri- 
bution. 

Closing Farm Sales:—The actual 
value of following any or all of 
these suggested methods can only 
be judged by the end results; that 
is — how much increased business 
has this effort produced? 

The most important point in the 
entire program is to obtain the 
signed order and six proven steps, 
which will lead to this desirable 
result, are given: 

Step 1. Organize the selling 
tools needed for that particular 
sale. 

Step 2. Arrange for the right 
time and place for the closing and 
see that any members of the family, 
who will have part in making the 
decision, are present. 

Step 3. Concentrate on what this 
improvement will provide for in the 
farmer’s comfort and profits. 

Step 4. Emphasize the impor- 
tance of doing this job right now! 

Step 5. Always quote a monthly 
payment price first. The farmer 
will think in terms of his cream 
check. 

Step 6. Let him decide. You 
are only helping him to make his 
own decision. Take time. Sell 
service. Aid him; but let HIM 
buy. Your job is not to get a single 
order from the farmer but to make 
a friend and a repeat customer. 
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Quiz for Consumer Salesmen—Lesson 20 


|. Is high-pressure salesmanship recommended in building a steady sales 
2. Is a thorough knowledge of building products fundamental to success- 


3. Why should you put your sales emphasis on quality materials? 


4. How can you prove to the farmer that the best materials are cheap- 


5. Why must you be able to estimate building jobs for the farmer? 


6. List the materials in your sales kit. Is anything missing which you 


7. Why are "before and after" photographs a convincing sales tool? 
8. What are the advantages in "package" sales? 


9. List ten ways in which you can capitalize on your opportunities in 


10. List the five methods (peculiar to rural selling) of locating 








Cooperative Effort Tells the Story 


Mason contractors, union bricklayers, brick manufacturers 
and dealers stage a “working masonry exhibit” in Chicago 
to show the public the advantages of masonry construction. 


OW MASON contractors and 
bricklayers can work for the 
benefit of all segments of the mason 
industry to promote the popularity 
of mason construction has been 
demonstrated in Chicago. 
The story of this co-operative 
effort involving manufacturer, 
dealer, contractor and mason was 


brought to the attention of the 
public at a working masonry ex- 
habit at the Chicagoland Home 
Show. 

Backdrop of the exhibit was the 
front of a full size ranch-styled 
brick home. Nearly 900 square 
feet of work area in front of the 
home was surrounded by a brick 


YOU ARE OBSERVING 


GI APPRENTICES 


LAYING BRICK 






THESE are the men who staged the successful masonry exhibit in Chicago. 


Left to right, 
George Hill, president, Mason Contractors Association of Cook County; Harry Lundquist, 


treasurer of the association; Tom O'Donnell, president of Chicago Bricklayer’s Local No. 21; 
George Gammie, treasurer, Structural Clay Products institute, Chicago; E. F. Plumb, president, 
SCPI, comprising 32 brick producers in Illinois, Indiana, Missouri and Wisconsin. 





garden wall. Inside the enclosure, 
crews of mason apprentices worked 
on actual projects during the nine 
days the show was held. 


CONTRACTORS ORGANIZE 


BRICK manufacturers and deal- 
ers paid for the display space and 
promotional literature. The Mason 
Contractors Association of Cook 
County, organized about a year 
ago, and the union, provided the 
bricklayers necessary to build the 
exhibit. Contractors themselves 
distributed folders illustrating the 
theme, You Can Build With Brick 
Now. 

Chicago Local No. 21 provided 
apprentices to keep the display ac- 
tive throughout the exhibit. Union 
representatives were on hand to 
give the public accurate informa- 
tion on masonry construction. 

Besides helping offset negative 
publicity given masonry construc- 
tion in newspapers and magazines 
by showing that brick is available, 
that bricklayers and apprentices 
are on the job and that mason con- 
tractors are interested in good 
building, the exhibit was a genuine 
contribution to intra-industry rela- 
tions. 

Union tradesmen were pleased 
with the co-operation by manufac- 
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THIS is the “working masonry exhibit’ which attracted thousands of spectators at the Chicagoland 
Home show. Max L. Kuehnert, executive secretary, Region 5, Structural Clay Products institute, stands 
at the microphone. Lou Tirrel, who directs the mason training promotion department of SCPI, Wash- 


ington, D. C., stands at the right of the door. 
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turers in sound apprentice train- 
ing; mason contractors were 
pleased with the promotional efforts 
of brick producers and dealers, 
while manufacturers and dealers 
became aware of today’s “on the 
wall” problems. 


TRAINING SCHOOL OPENED 


PRIOR to the Home show, Local 
No. 21 recognizing the mason 
shortage, opened a mason training 
school. In a year’s time, the Union 
spent more than $6,000 to “in- 
struct instructors” and train more 
than 600 apprentices. Training 
courses will start again this fall. 

About this same time, the mason 
contractors of Cook county organ- 
ized. The purpose of the association 
was to see what could be done to 
stabilize the cost of brick in the 
wall and to promote sound con- 
struction and building in the 
volume that makes for economical 
operations. 

The Home show brought the two 
groups together in a united effort 
which has since been duplicated at 
the St. Louis Home show with 
equal success. Expanded exhibits 
are planned for next year’s Home 
show by both groups. Similar co- 
operative projects are planned 
throughout Region 5, which com- 
prises 30 brick and tile producers 
in Illinois, Indiana, eastern Mis- 
souri and eastern Wisconsin. 


APPRENTICE PROGRAM 


ROY A. SHIPLEY, president of 
the Structural Clay Products in- 
stitute, indicates the progress of 
the apprentice brick mason pro- 
gram in his latest report. Nearly 
8,200 veterans and other young 
men are registered in the appren- 
tice brick mason program in 329 
localities. Joint apprenticeship 
committees composed of employers 
and local unions have been organ- 
ized in all but five states. 


Ohio leads all states in mason 
apprenticeship activity with 1,033 
apprentices in 42 communities. 
New York has registered 709 ap- 
prentices in 12 localities. Illinois 
ranks third with 698 apprentices 
in 24 communities. 

SCPI has a staff of eight men 
working exclusively on the expan- 
sion of mason training in collab- 
oration with the Apprentice Train- 
ing service of the U. S. Department 
ot Labor. 


An estimated 750 Joint Appren- 
ticeship committees will be needed 
in aS Many communities when the 
volume of construction reaches its 
peak in the next few years. 
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“Housing Problem Will Be Solved 
By Private Enterprise---” 


Says Northeastern Association’s Housing Policy committee, 
making recommendations aimed to solve both immediate 
and far-reaching housing problems from Coast to Coast. 


ECOMMENDATIONS in- 

tended to solve this country’s 
immediate and long-range housing 
problems have been made by the 
Housing Policy committee of the 
Northeastern Retail Lumbermens 
association. 

“A direct and immediate attack 
upon the problem is_ essential.” 
stated J. Francis Smith, chairman 
of the committee and president of 
J. E. Smith & company, Inc., Water- 
bury, Conn. 

“We believe this end can be most 
effectively accomplished,” he added, 
“by the encouragement of prospec- 
tive home builders to build for 
rent.” 

RECOMMENDATIONS STATED 

THE 12 recommendations made 
by the committee follow: 

1. Simplify the operating proce- 
dures and standards of FHA;; liber- 
alize their mortgage and _ loan 
regulations to encourage the con- 
struction of rental units. 

2. Make larger FHA Title I loans 
to convert existing structures into 
dwelling units restricted in amount 
to the cost of the unit created. 
Owners willing to convert thusly 
should be permitted to write off the 
project on their federal income tax 
during the period for which the 
loan operates. 

3. Temporarily relax local ord- 
nances and codes which actually re- 
strict rental building, but with due 
regard to public health and safety. 
Emphasis should be placed on im- 
mediate starts. 

4. Reduce the red tape sur- 
rounding loan requirements. 

5. Eligible banks should be per- 
mitted to make loans on simple 
statements of the amount of work 
to be done and the cost. . 

6. Temporary housing projects 
should be discontinued except 
where work is far advanced. 

7. Veterans’ preference for rent- 
al housing should be supported and 
continued. The preference for the 


purchase of new units, however, 
should be eliminated as it ‘actually 
works to the disadvantage of the 
veterans. 

8. Rent ceilings on new units 
should be abolished; rent ceilings 
on existing houses should be modi- 
fied as both tend to lessen the de- 
sire or compulsion to build. 

9. Subsidies for the experimental 
use of untried methods and materi- 
als should be discontinued. Sub- 
sidies for the manufacture of raw 
materials should be continued only 
where effective and necessary. 

10. All plans to create better 
housing conditions for long-term 
programs should be continued. 

11. Use existing government 
agencies already set up and func- 
tioning; adapt those agencies 
through legislative amendments to 
the ability of individuals to take 
advantage of them. 

12. The erection of housing units 
should remain exclusively in the 
field of private industry. It can 
do the job quicker, better and 
cheaper. 

Copies of the 17-page report are 
being made available to housing 
groups, real estate boards, Cham- 
bers of Commerce and similar or- 
ganizations. . 

Chairman Smith was aided in 
drawing up kis report by the fol- 
lowing members of the commit- 
tee: 

John W. Dain, president, Dain 
Supply company, Inc., Lake ‘Maho- 
pac, N. Y.; Arthur Clifford, vice 
president, the A. W. Burritt com- 
pany, Bridgeport, Conn.; F. S. 
Heberlig, secretary-treasurer, Lo- 
per Brothers Lumber company, 
Inc., Port Jefferson, N. Y.; Oliver 
J. Veling, vice president, Dohn, 
Fischer & company, Inc., Buffalo, 
N. Y.; Stuart M. Frame, president, 
Crouch & Beahan company, Roch- 
ester, N. Y.; Frank W. Whitty, 
president, Blacker & Shepard Lum- 
ber corporation, Boston. 
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THE 
SOUTHER, 


RESTR COD 


THIS is the home of the business that Pohle built. The Southern 
Lumber company utilizes modern display windows and attractive ex- 
terior to invite the occasional passerby as well as regular customers. 


y OU MAY BE USING the most 

modern merchandising meth- 
ods. You may give your customers 
the best in personalized service. 
Your lumber may be tops in the 
area. But you won’t be realizing 
the profits that should be yours un- 
less you give your customers a 
complete building products sales 
package, furnishing everything for 
the building job just as the cus- 
tomer wants it. 

Naturally, good builders’ and 
kitchen hardware, all types of lum- 
ber from rough to finished wood- 
work, packaged doors, paints, in- 
sulation, shingles, plumbing and 
appliances are part of this sales 
package. 

The Southern Lumber company, 
San Jose, Calif., of which I am 
manager and major stockholder, is 
giving a positive answer to the 
builder’s war-time complaint: 
“Gosh, if only the day would come 
when I can come in here with a 
complete list of my needs and have 
you fill it as I need it.” 


Operating on this merchandising 
principle, the Southern Lumber 
company has risen in a brief eight- 
year period from a sagging lumber 
yard running in the red to a thriv- 
ing business showing a 329 percent 
increase in sales over the 1940 base 
period, and sales are still climbing. 


RELATED BUILDING PRODUCTS 


WE believe that our success in 
the lumber business is directly due 
to our addition of related building 
products, displayed to their best 
advantage and sold by exceptionally 
competent and loyal employes who 
give sympathetic attention to each 
and every customer. 

We can’t over-emphasize the ne- 
cessity of carrying only quality 
lines of merchandise, because with- 
out quality merchandise, you won’t 
get the repeat trade, even if the 
customer is your best friend. 

The direct consumer business, 
the small builder and the carpenter 
with a definite reputation for fine 
work are our clientele. We handle 














Sales Boosted 329% 
With Three-Point 


Merchandising Program 


By EDWIN POHLE 


only the best of merchandise as it 
is easier to sell and is a constant 
lift to the morale of both the 
buyer and the seller. Our custom- 
ers also find the better merchan- 
dise is easier to install and main- 
tain and is a continuing pleasant 
reminder of quality. 

Some people would say we are 
using modern merchandising meth- 
ods to make our business a suc- 
cess. We say it is common sense 
to offer customers related mer- 
chandise, attractively displayed, so 
they can come to us and find all the 
supplies they need for a job. 


SPECIALTY LUMBER BUSINESS 


MUCH of our business is of an 
industrial nature. It is a specialty 
lumber business in hardwoods and 
some restricted milling. A_ thor- 
ough professional and_ technical 
knowledge of woods and their 
properties permits us to prescribe 
to the customer much as a doctor 
does in medicine. 

We want the two-bit trade and 





ONE of the smart merchandising ideas utilized by the company was to display its many quality lines 
at the Santa Clara County fair. At the left is shown the exhibit of @ model kitchen and at the right 
the marine exhibit. This shows the use of merchandise related to building products in order to draw 
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the customer. 
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our whole merchandising plan is 
directed toward this goal. 

People don’t buy things they 
can’t see. Therefore, we do our 
utmost in display both to attract 
customers and then to show them 
what we have when they visit our 
store and yard. 

We are particularly anxious 
that the customer see the lumber 
and other products he wishes. Dis- 
play is naturally necessary and 
quite more involved than when con- 
cealed packages are sold. 

In prewar days we built prefab- 
ricated cabins, guests houses, ga- 
rages and other small units. These 
were displayed in front of our 
yard, advantageously located on El 
Camino Real, California’s famous 
highway linking the important 
coastal cities between San Fran- 
cisco, Los Angeles and San Diego. 
This display was an unusually ef- 
fective drawing card. 

WIDE USE OF DISPLAY 

INSIDE the store and yard we 
have tried to utilize limited areas 
with panels of various door designs, 
wall areas showing the application 
of Sheetrock in its various stages, 
particularly the taping and finish- 
ing of the joints and surface treat- 
ments. Our office floor was laid and 
finished in ten different grades or 
types of hardwood so the customer 
could see how they would look 
when they are finished, and we 
uve garage doors framed for use 
in our office. Hardware is placed 
in clean, well lighted, strategically 
located show cases. 

We plan to build a new office and 
display room when the El Camino 
Real widening project slices 40 
leet from the front of our prop- 
erty, cutting off the present office 
and display room. In this new 


buliding even more space will be 
ven to display rooms so the home 
owner, rancher, farmer and small 


ry 
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“Our future is unlimited,” says this 
California dealer who attributes his 
success to quality merchandise, attrac- 
tive displays and helpful salesmanhip. 
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TYPICAL of the homes for which Pohle has furnished materials is 
this California-Spanish type home in San Jose. Packaged selling fur- 
nished the builder with all the needed products in addition to lumber. 


carpenter can see what they are 
buying. 

Our largest single display is 
plywood boats and various boating 
accessories, placed in the row of 
attention-arresting display win- 
dows fronting on the highway. 
These boats not only attract pass- 
ers-by with their colorful appear- 
ance but are profitable because San 
Jose is just an hour’s drive from 
the Pacific ocean and is located 
just south of San Francisco bay. 
We purchase the raw hulls, made 
of moulded plywood, and finish the 
boats in one section of our shop. 


BOATS CREATE SALES 


THE sale of boats accounts for 
just a fraction of our business but 
they help make our firm stand out 
from other lumber yards and stores 
in the area. In addition, boats 
help sell hardware, paint, life pre- 





servers, oars, outboard motors and 
other accessories. 

We also have emphasized dis- 
play in selling kitchen hardware. 
The first thing seen by the incom- 
ing customer is a complete kitchen 
layout, a graphic display of the 
importance of kitchen hardware 
and cabinets. This display is lead- 
ing to our entry into the appliance 
business as soon as we have com-. 
pleted our new store. 

Display is continued in the yard 
where customers may drive in for 
more convenient service. The 
building used for storing various 
stock lumber items such as doors 
and windows has a glass front per- 
mitting customers a better view of 
our stock. 

Because we have known for some 
time the highway would be wid- 
ened and we would have to build 
an entire new office and display 


Photo: National Brass company, Grand Rapids, Mich. 


PICTURED above is the display of builders’ hardware in the Southern Lumber « 





pany- show- 


rooms. Clean, well lighted, strategically located show cases and quality merchandise have 
transformed the company into one of the fastest growing building products concerns in the 
country. 
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“FUTURE unlimited” is the way enterprising 
Edwin Pohle evaluates tomorrow’s prospects 


for his Southern Lumb company. Using 

three methods — attractive display, helpful 

salesmanship and quality merchandise—Pohle 

has built his concern into one of the nation’s 
top building products stores. 





room, the interior of the present 
store has not been given an elab- 
orate finish. This limitation has 
not stopped us from using every 
available opportunity for display 
and for striving for an overall ap- 
pearance of neatness and unity. 


DISPLAYS AT COUNTY FAIR 


OUTSIDE the store we have also 
emphasized the quality and variety 
of our merchandise with annual 
displays at the Santa Clara County 
fair. Vacant store windows in the 
downtown section of San Jose also 
have given us an excellent place for 
displays of lumber, roof problems 
featuring shingles, flooring, fire- 
places and equipment. We always 
clinched the sales argument with 
a card reading Ask Our Customers, 
listing 12 customers who had pur- 
chased the material or equipment 
shown in the window. 

We are consistently advertising 
in our local papers. We have found 
that Sylvester, as characterized by 
the advertising service of the Na- 
tional Retail Lumber Dealers asso- 
ciation, is exceptionally effective, 
especially when we have the friend- 
ly assistance of the local adver- 
tising man. 

We also pay particular attention 
to the reception of the customer, 
both in telephone and personal calls 
at the office and yard. On the 


phone it is generally, “Good morn- 
ing —- Southern Lumber com- 
pany.” Many times the friendly 
answer of, “My, what a cheerful 
voice,” is proof of the effective- 
ness of this courtesy. 

When customers come into the 
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THIS is one of the company’s California doors 

which was completely milled and expertly 

finished before its purchase by the home 

owner. Distinctive feature is the quality 
hardware. 


store, we always try to acknowl- 
edge them with, “Hello,” or, “Be 
with you in a minute.” Whenever 
possible, we try to fill a customer’s 
needs while he waits. The ability 
to help a woman with a new clothes 
line pole with cross piece, or the 
busy carpenter with a hurry-up job 
of complete stair treads cut to 
dimension, or the rancher who 
needs a new hardwood bearing for 
one of his machines which is stand- 
ing idle—all of these testify to 
the unlimited service and sales that 
can be produced in a specialty lum- 
ber yard such as ours. 

Our emphasis on quality mer- 
chandise, attractive displays and 
helpful salesmanship has been en- 
tirely responsible for our business 
success since I took over the South- 
ern Lumber company in 1939. 

Many of our big plans for the 
future are necessitated by com- 
munity growth and the building of 
our new office and display room. 
There is a tremendous opportunity 
in the home and industrial building 
field. Santa Clara county, in which 
San Jose is located, is less than 30 
miles south of San Francisco and 
Oakland. Within the last three 
years, 63 new industries have lo- 
cated their plants in the county and 
it is estimated they will spend be- 
tween 30-35 million dollars for 
land, buildings and equipment. 

As these new industries have 
moved into the county, new work- 
ers have followed. To take care of 
the tremendous increase in popu- 
lation, approximately 4,500 homes 
have been built or are nearing com- 
pletion, and there are building per- 


mits for an additional 6,000. Most 
of these are in the area near San 
Jose where the major industrial 
development is taking place. 


ACQUIRED HOME SITES 

SEVERAL years ago we ic- 
quired considerable acreage of an 
unusual quality for home sites. 
We plan to co-operate with our cus- 
tomer builders in constructing 
homes. In an area better known for 
cheap construction, we are trying 
to put our resources into a plan 
that will permit a construction of 
superior quality and adequate serv- 
ices, whose small added construc- 
tion expenses projected into month- 
ly payments is materially less than 
that of the higher depreciation, loss 
of comfort and reduced valuation 
when cheaper materials are used. 

In the future our customer re- 
lationship will be improved by the 
new, modern store with larger dis- 
play windows, covered parking 
area, and greater accessibility to 
all products for customer browsing 
and purchasing selection. 

We plan to add a large sporting 
goods department of hunting, fish- 
ing, and boating items; a new small 
power and shop tool section for the 
hobbyist; a more adequate building 
plan library and construction serv- 
ice; outdoor displays; plumbing de- 
partment, and other complementary 
building products necessary to com- 
plete our packaged selling. 

Using this recipe for success — 
attractive displays, helpful sales- 
manship, loyal and competent em- 
ployes, and quality merchandise 
I can evaluate tomorrow’s pros- 
pects in two words: Future Un- 
limited. 





ATTRACTIVE displays, helpful salesmanship 

and quality merchandise are the three cor- 

nerstones to the company’s success. John 

Fischer, right, salesman, explains a door latch 
to Vincent Fisci, GI contractor. 
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The Market for Property Improvement Sales 


The average owner-occupied home requires attention because it is 
wearing out and many parts have become oldfashioned. These homes 
offer the dealer a profitable market in home improvement sales. 


4 i HE MARKET FOR PROPERTY improvements 
in nearly any community greatly exceeds in 
dollar volume the new home market. 

True, the jobs may be smaller (as far as unit sales 
are concerned) but in the aggregate, the dollar vol- 
ume is considerably greater. 

There are several fundamental reasons why this is 
so; and brief description of these may aid in greater 
appreciation of this quite commonly neglected market. 

Reason No. 1—The average owner-occupied home 
is ailing and requires attention because, in addition 
to wearing out (Federal Government Agencies figure 
two percent depreciation per year), since 1939 very 
few of the essential materials nor the required skilled 
labor have been available. 

Reason No. 2—In addition to wearing out, many 
functional parts of the home built a decade or over 
ago have become old fashioned or obsolete and be- 
cause of the many new materials, finishes, fixtures, 
and appliances which have and are still being promi- 
nently featured, and quite cleverly described by manu- 
facturers in those magazines designed for home 
owners’ consumption, the desire for home rejuvena- 
tion or face lifting has been carefully cultivated and 
nursed over a period of years—and is now ripe for 
harvesting by the aggressive building products mer- 
chants and their co-operative contractor associates. 

Reason No. 3—In former times, an owner would 
hesitate to increase his property investment to any 
considerable degree on account of depreciation—and 
because new homes were easy to acquire, he would 
sell “as is” and buy or build a new home. However, 
times have brought about an amazing reversal—homes 
that were purchased just a few years ago have ap- 
preciated in value, many, as much as twice and three 
times their original price. 

Reason No. 4—The scarcity of building material 
and labor, coupled with rising costs of both, have 
made new homes more expensive than present home 
owners want to pay; and, as a consequence, they now 
view their present homes with a greater degree of 
appreciation and try to find some practical method by 
which they can convert their home to correspond with 
1947 or 1948 standards and still retain the many in- 
herent advantages which the average home possesses. 

Reason No. 5—Most families like to stay put in 
their present homes because of the many sentimental 
and also practical features which years of occupancy 
have given their present environment—for example, 
—the shade trees, shubs, gardens, flower beds, drive- 
ways and walks have, by careful care, matured to an 
attractive exterior ensemble. 
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Friendly neighbors, schools, churches, stores, and 
convenient transportation are some of the things 
they might lose in moving to a new location. They 
are reluctant to start from scratch and would rather 
spend substantial amounts to modernize their present 
homes—provided, they can find some reliable, depend- 
able source for such services—and the purpose of 
this article is to describe the proven methods by 
which this can and is being done by aggressive 
dealers. 

DEALER TAKES THE INITIATIVE 


WHILE there are numerous ways by which this 
market can be cultivated, it remains the dealers’ re- 
sponsibility to organize, promote, establish unit 
prices, contract agreements, find and enlist associate 
contractor customers, develop related services through 
reliable contract sources, arrange for long term financ- 
ing, counsel to the home owner when the scope of 
work is discussed, supervise while work is in process 

-and service after the sale. 


The dealer should have an adequate display—such 
display divided into four major elements which affect 
property improvements. These four may be quickly 
classified, as follows: 

Exterior Improvements :—such as new gutters and 
leaders (and flashings before the new roof is ap- 
plied )—re-siding—porch enclosures either screen or 
sash or in combination—new entrances—shutters— 
flower boxes—lattice—removal of existing “ginger 
bread’’—terraces—stone or concrete walks—etc. 
Interior improvements :—such as insulation—attic 
room development—new kitchens—basement rec- 
reation rooms—new or additional bathrooms—pow- 


der rooms—-showers—new floors—stairs—trim new 


laundry equipment—new heating systems—additional 
electric wiring—paneling for library-or den—built-in 
units in dining rooms—breakfast alcoves, etc. 
Additions, structural:—such as added rooms on 
first or second floor—new dormers or windows— 
new porches—sun parlors, etc., and quite as im- 
portant, the development of single family units into 
multiple units to become an income producing source, 
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MOST older homes have dozens of little things that need correction. 

A one-stop service or fix-it-truck, equipped with tools and materials 

and operated by an cil-around mechanic, makes repairs for the 
homeowner and profits for the dealer. 


which will offset the initial investment (oftimes the 
present home is too large for the occupying family on 
account of marriage of children, etc.). 

Property maintenance:—this includes the many 

miscellaneous services which the home owner 
needs but cannot do himself; and, because the scope is 
so small—in any specialized craft field, he hesitates to 
eall in a contractor for each one. This might include 
for instance—broken window panes—sash cords— 
shutter hinges—broken screens—leaks in roof—doors 
don’t fit—floor has sagged—porch steps are worn— 
faucets leak—plaster patches are needed—keys for 
doors are lost or latches don’t fit—fireplace doesn’t 
work—electric outlet needs renewal—linoleum needs 
replacement—floors need scraping—walls require 
paper removed and be reconditioned for new finish— 
new hardware required, etc. 





PROVEN METHODS OF MARKET DEVELOPMENT 


THE primary task is one of first analyzing each of 
the materials .and services which the dealer can 
furnish—and setting these up in a special price book 
divided into material and labor. 

Insofar as possible, material prices should be de- 
veloped on a unit or package basis; for example, 
kitchen counter units per lineal foot with “adds” for 
each drawer or cabinet—door or shelf. 

Upper wall cabinets the same—all should include 
measuring and lay-out expense—hardware, installa- 
tion, and painting (painting can often be done in the 
shop prior to installation. ) 

Labor prices should be obtained from _ reliable 
jobbing contractor associates. 

Prices for new roofs should include material, serv- 
icing of old roof—and application costs per 100 square 
feet. The various weights and patterns handled by the 
dealer should be priced for material first-—and for 
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labor from some reliable roofer so that an installed 
price is available for each pattern or type of material. 

Gutters, down spouts, and flashings installed should 
be developed on a unit basis per lineal foot with an 
“add” for each miter corner, elbow, shoe, and cap, etc., 
in both galvanized and copper. 

Insulation—batts, pellet, blanket or other suitable 
types for open spaces—and blown-in for concealed 
areas—developed by the insulation contractor who will] 
buy his requirements from the dealer. This also should 
be developed on a square foot basis. 

Each of the various services, which will make for 
the completed home service, should be priced in this 
manner, and the contributing contractor customers 
should have the over-all objectives clearly outlined to 
them either in groups or singly—in order to secure 
their full co-operation. 

It should be clearly explained to the contractor that. 
in each and every instance, the contractor will have the 
opportunity of examining the site before he accepts 
the contract and that the dealer’s objective is to facili- 
tate the making of the complete sale by means of a 
consultation with the owner—and a survey which will 
give the required data needed to satisfy the customer. 

Attic and basement improvements will require, in 
addition to either dry wall or plaster ceiling and wall 
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surface treatments, a certain amount of framing, such 
as, partitions, ceiling joists, etc., and here again the 
jobbing contractor should give the price for labor and 
material in unit fashion—per square foot for ceilings 
—per lineal foot for side walls, etc. 

When these prices have once been established for the 
major items, as the plan is put into action, numerous 
options will be developed—and loose leaf books are ad- 
vised in order to make the proper related pricing as- 
sembly simple, accurate, and fast. 

An appropriate display should be developed showing 
prices in plain figures. Any units, such as, corner 
cabinets—kitchen counters, etc., should be priced two 
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ways—material only and also installed, which latter 
would include paint, hardware, and installation. 

An experienced estimator-salesman, with knowledge 
of construction, should be part of the dealer organiza- 
tion. His duties would consist of : 

Inspection of job, and counseling with customer on 
the scope of his requirements. 

Development of sketech—from which working draw- 
ings can be made. 

Preparation of bills of material which dealer can 
supply. 

Job specification for related trades. 

Selection of contractors who should do the work. 

Assembly of total combined selling prices. 

Preparation of proposal and specification for the 
customer’s acceptance—and getting the order signed. 

Obtaining necessary permits. 

Preparation of sub-contract orders—-and pre-timed 
job schedule for each craft. 

Financial arrangements, either on cash or time pay- 
ment basis—with arrangements for payments to 
contractors. 


Inspections during period of job to determine 
quality, workmanship, and when contractor payments 
may be approved. 

Obtaining customer acceptance on completion. 
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BEFORE and after pictures of an exterior remodeling job show how 

appearance and livability can be enhanced. Many interior jobs are 

also possible. The potential market for property improvement jobs 
is considered larger than the new home market. 


Obtaining customer’s permission to take and publish 
or use before and after pictures. 

Analysis of each completed job to determine, if any 
new options may be added to the dealer’s price 
schedule, or if any revisions to existing prices should 
be made. 

Before and after pictures—these can become, if 
proper study is given, an excellent source for new 
business. 

Care must be exercised at the beginning by taking 
those shots which will be the attractive high lights of 
the finished job. 

The camera should be spotted by suitable witness 
marks to enable the cameraman to duplicate the posi- 
tion of the camera when he takes the finished 
exposures. Plenty of light should be used on both 
oacesions. The negatives should definitely correspond 
both as to position, size, and illumination. Taken in 
this manner, they can be used as window displays—as 
part of the salesman’s selling kit—as material for 
mailing pieces—or as releases to the press. Very few 
currently published before and after pictures have this 
essential quality—and yet surprisingly—the cost is no 
greater than if taken in a slip shod manner. 

Sales Promotion:—After the pricing structure— 
the display—and the arrangements between con- 
tractors have been consummated, several avenues are 
open for sales promotion. Mailing pieces, which can 
be used as stuffers or a mailing to all over counter 
customers can be developed on a seasonal basis. For 
instance, in spring, a porch enclosure picture might 
read “for as little as $————, you too can enjoy this 
summer comfort.” 

A new kitchen could be featured and coupled up 
with—‘“For as little as $————_ per month, you too can 
enjoy this modern kitchen. Housewives say they save 
40 per cent of the time previously used in preparing 
meals and think of this multiplied by three times 

(Continued on Page 76) 
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Hoo-Hoo Convention Delegates 


Re-elect Snark Ray E. Saberson 


Panel discussions covering the industry's educational program 
and labor problems feature three-day session in Spokane. 


FULL program of business, 

serious discussion and en- 
tertainment occupied the time of 
Hoo-Hoos attending the 56th an- 
nual convention of the Interna- 
tional Concatenated Order of Hoo- 
Hoo in Spokane, Sept. 8-10. 

Snark of the Universe Ray E. 
Saberson, 12075, trade promotion 
manager, Weyerhaeuser Sales 
Corp., under whose leadership the 
organization has achieved fresh 
strength and added prestige, was 
reelected. 

Hal R. Dixon, 44248, whose 
candidacy was advanced by Spokane 
Hoo-Hoo Club No. 16, host club, 
withdrew and Snark Saberson re- 
ceived a unanimous vote by the 
more than 200 Hoo-Hoos attending 
the convention. 

Under Snark Saberson’s direc- 
tion many new clubs have been or- 
ganized throughout the country 
and record concats have been held. 
Record-breaking concats were held 
in Minnesota and later in Florida 
with more than 100 Kittens initi- 
ated in each place. 


SABERSON SPEAKS 

Stressing the importance of 
Hoo-Hoo as an organization to pro- 
mote better understanding among 
all segments of the industry, Snark 
Saberson said: 

“There is food for’ serious 
thought in the fact that in the year 
of the lumber industry’s greatest 
prosperity, there never were more 
misunderstandings, bickerings, 
finger - pointings, recriminations 
than exist today. War has taught 
us we have the ways and means 
to die together. Hoo-Hoo can as- 
sist mightily in teaching us in the 
industry how to live together.” 

Snark Saberson also called at- 
tention to the widespread approval 
of the new 10-minute streamlined 
induction ceremony when circum- 
stances do not permit the longer 
ritualistic initiation. A class of 
50 Kittens was inducted at the 
close of the first day’s session. 

T. T. Jones, L-31233, president, 
Board of Councilors, reported that 
the active membership has _in- 
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creased more than 30 percent since 
the previous annual meeting. Ben 
F. Springer, 34265, international 
secretary, reported 1,300 new mem- 
bers and reinstatements; 4,022 
membership cards issued and 33 
concats held. New clubs were or- 
ganized in Pennsylvania, Texas, 





RAY E. SABERSON, reelected Snark of the 
Universe at Hoo-Hoo convention in Seattle. 


Florida, Washington and Oregon. 
W. M. Wattson, 32720, treasurer, 
reported all bills paid and a cash 
balance of approximately $8,000. 

All members of the Supreme 
Nine were present for the conven- 
tion as well as all officers of the 
organization. Five of the 10 liv- 
ing ex-Snarks were present, in- 
cluding C. D. LeMaster, 29727, 
Seer of the House of Ancients, 
Sacramento, Calif. 


SUPREME NINE ELECTED 

The newly elected Supreme Nine 
are: Martin T. Wiegand, 44882, 
Washington, D. C., Senior Hoo- 
Hoo; LeRoy Stanton, Jr., 47052, 
Los Angeles, Calif., Junior Hoo- 
Hoo; Charles K. Goodrum, 20913, 
Kansas City, Mo., Scrivenoter; 
Martin J. McDonald, 27358, Port 
Arthur, Ont., Bojum; E. W. Ket- 
tlety, 2909, Chicago, Jabberwock; 
Carl C. Crow, 28386, Portland, 
Ore., Custocatian; Stanley Horn, 
23839, Nashville, Tenn., Arca- 
noper; Russell L. Fish, Scituate, 
Mass., Gurdon. 
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One resolution adopted by the 
delegates will increase the initia- 
tion fee to $9.99 effective Oct. 9. 
The delegates also approved reso- 
lutions setting up a national com- 
mittee on education; recommended 
forest products promotional com- 
mittees at local club levels; recom- 
mended “friends of the forests” 
committees at national and local 
levels to foster projects to per- 
petuate timberland. 

The first day was devoted to 
registration, a golf tournament at 
the Spokane Country Club followed 
by dinner at the club. Appoint- 
ment of committees and reports of 
officers occupied the morning of 
the second day, Tuesday. Two 
major panel discussions were held 
in the afternoon. 


LABOR PANEL 

Father Francis J. Corkery, S. J., 
Gonzaga University, was panel 
leader of a discussion on “Labor 
Relations.” Speaking for the in- 
dustry were Hal Dixon, Western 
Pine Mfg., Spokane and George 
Tichy, Timber Products Manufac- 
turing, Spokane. Virgil Burtz 
spoke for the CIO and Kenny Davis 
for the A. F. of L. 

Mr. Davis questioned Mr. 
Dixon’s contention that the Taft- 
Hartley labor law will help equal- 
ize the Wagner Act which Mr. 
Dixon blamed for “stacking the 
ecards in favor of labor.” 

“TI don’t believe the Taft-Hartley 
law will be of benefit to either 
labor or industry—it is bad for 
both,” asserted Mr. Davis. “I hope 
industry realizes the A. F. of L. 
has not approved the way the 
Wagner Act has been interpreted 
and administered.” 

Arthur A. Hood, 32511, Rameses 
32, editor, American Lumberman 
& Building Products Merchandiser, 
led the panel discussion on “Edu- 
cation.” The panel members were 
Dr. Wilson Compton, 30020, presi- 
dent, Washington State College; 
Dean Davis, Montana University 
school of forestry; Dean Gordon 
Marckworth, college of forestry, 
University of Washington; Wil- 
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liam C. Bell, 45306, chairman of 
the education committee, National 
Retail Lumber Dealers Association, 
and D. S. Jeffers, dean of the school 
of forestry, University of Idaho. 

Dean Davis predicted that an 
employment problem will be one 
outgrowth of the 9,000 students 
throughout the country attending 
schools of forestry. 

Graduates in forestry are inade- 
quately paid, charged University of 
Idaho’s Dean Jeffers. 

“You can’t pay the graduates 
enough if they come to you with 
ideals, a capacity to work with 
ideas and a sense of personal moral 
responsibility for what is going on 
about them,” declared the Dean. 

BELL SPEAKS 

Mr. Bell outlined the progress 
of the educational program spon- 
sored by NRLDA. In addition to 
the four-year courses in light con- 
struction being offered by 32 col- 
leges and universities, 30-day short 
courses to train retail personnel 
will be offered in 17 schools start- 
ing in October and November. 

Dean Jeffers also led the panel 
discussion on “The Future of 
Wood.” Other participating mem- 
bers of the panel were John H. 
McCallum, publicity director, Ply- 
wood Association; Dr. Ernest 
Hubert, Monsanto Chemical Com- 
pany; Art Anderson, Western Pine 
Association and Stuart Moir, West- 
ern Pine Association. 

Mr. McCallum said the demand 
for plywood is insufficient to sup- 
ply the retail dealers of the coun- 
try. Consequently the industry is 
turning to research to make the 
product better and less expensive. 
Dr. Hubert challenged the indus- 
try to do something about waste 
products including timber  slash- 
ings. He said new chemicals are 
constantly being made available 
for conservation and preservation 
of wood. Mr. Moir advocated im- 
proved forest management, plans to 
grow new timber in increasing 
amounts and methods to reduce loss 

from insects and forest fires. 

One of the many outstanding 
entertainment events was the lum- 
berjack dinner served in typical 
lumber camp style. The conven- 
tion concluded with a banquet at 
which Dean Charles E. McAllister 
was the main speaker. James M. 
Brown, Northwest Timber Co., 
Spokane, 33314, Rameses 33, was 
toastmaster. 

. Delegates went on record as 
favoring Los Angeles for the 1948 
convention site; Kansas City in 


1949 and Boston in 1950. 
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vt Creed for Sales Managers 


Prepared by the National Federation of Sales Executives 


All salesmen shall receive fair com- 
pensation during their initial or sub- 
sequent training periods. 


While recognizing changes in com- 
pensation or territory to be functions 
of sales management, salesmen shall 
be consulted prior to establishing 
such changes and given reasonable 
notice of the effective date. 


Earnings of commission or bonus 
salesmen shall be unlimited, unless 
otherwise specified at the time of 
their employment. Should basic 
changes in a business justify modify- 
ing this policy, all salesmen affected 
shall be advised of the fact a reason- 
able time prior to establishing such 
ceilings as become necessary. 


IV 


When evaluating the ability of sales- 
men, conditions beyond their control, 
such as differences in the sales poten- 
tials of their territories, shall be given 
full consideration. 


v 


Salesmen shall be offered the same 
vacation, job or income security, and 
other employee benefits as are en- 
joyed by other employees in compar- 
able positions in the same company. 


Vi 


The only "house" or ''no commission" 
accounts shall be those clearly de- 
fined in advance of solicitation. 


Vil 


The paper work required of salesmen 
shall be held down to a minimum and 
its value clearly justified. 





Vill 


Salesmen's expense reimbursement 
policies shall be uniform, after taking 
all variations of conditions into con- 
sideration. 


IX 


A sharp distinction shall be drawn 
between salesmen's earnings and ex- 
pense allowance, and any system 
which affords salesmen either a sub- 
stantial profit or loss on expense ac- 
counts, shall be corrected. 


x 


Salesmen shall be given either a con- 
tract, agreement, or letter covering 
those conditions of his employment 
which might otherwise be the basis 
for later misunderstandings. 


XI 


If quotas are used— 


(a) Salesmen should know how their 
figures have been determined, and 
(b) The quotas shall be based on re- 
liable seasoned personal evaluation of 
accurate and adequate criteria. 


Xil 


A salesman whose health or well be- 
ing gives evidence of being preju- 
diced by the nervous _ tensions 
involved in his work, shall be given 
such relief as may be possible. 


Xill 


Pressure to achieve results shall be of 
a constructive nature, avoiding the 
use of "fear'’ psychology or threat- 
ened loss of employment. 


XIV 


No matter where a salesman may be 
located, he shall be provided with a 
simple means of stating his griev- 
ances, which shall be promptly con- 
sidered and answered. 
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YOUR PERSONAL SUCCESS: Whether you 
already have a successful business—are just starting 
your own lumber yard—or are working for someone 
else, this is written for you. It is one of the most im- 
portant profit-tips to appear in these columns. We 
leave it to you to judge whether it works or not. 

This tip comes from a young man who first intro- 
duced two new products clear across the country, then 
helped make them two of the best-selling brands in one 
of America’s most competitive fields—soap. No smali 
accomplishment for any man! He is now part owner 
of a radio station and director of an internationally- 
known company. Here is what he has to say on the 
subject of success. 

“There’s no such thing as a new idea. We haven’t 
done anything radically new or different. What we 
have done is to adapt the most successful money- 
making practices of other businesses to our own 
business.” 

In other words, be on the alert for merchandising 
ideas that have already proved to be big business- 
builders in other fields. But don’t expect those ideas 
to have a direct application to your business. And 
don’t copy them literally. The chances are they won't 
fit your set-up to a T. Instead, analyze those ideas and 
discover for yourself what their basic principles are 
... the things that made them work for other people. 
Then adapt those basic sales-making principles to 
your own sales problems! 


HERE’S AN EXAMPLE: When a newspaper editor 
wants to build circulation, he arranges to have one of his 
star reporters do a series of special feature articles. This 
may take the form of a big political exposé or it may 
take the form of a human interest series. But whatever 
the feature attraction, it’s something out of the ordinary! 

When a radio station manager wants to increase listen- 
ership, he stages a special events broadcast ... some- 
thing new and startling different from the usual run of 
newscasts and quiz shows. 

When a department store executive wants to boost store 
traffic, he puts on some special showing or exhibition of 
more than usual interest to the public. Below are some 
ideas for “special events” to boost store traffic for you. 


BIG BOOST IN STORE TRAFFIC: Don’t get the 
idea you can build store traffic only by staging special 
events that tie in closely with the merchandise you are 
trying to push. 

The way to pack customers in is to stage some event 
that’s new and different . . . something that appeais 
strongly to their self-interest. And once in the door, 
if your regular displays are inviting and your sales 
help well-trained, sales will take care of themselves. 

If you want to attract more young married couples, 
get together with art teachers in the local schools and 
plan an exhibit of the children’s artwork in your show- 
room. There’s nothing like an appeal to parental pride 
to stimulate interest and action. 

If it’s farm trade you’re after, why not a colorful 








By Norm Advertising, Ine. 
New York, N. Y. 
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Autumn Harvest Show on your premises! Your farm 
county agent can help you plan and publicize it. 

If it’s the general public you wish to appeal to, stage 
some on-the-spot demonstrations of Do-It-Yourself 
Jobs and simple home repairs. The main thing is to 
give your special event plenty of advance publicity so 
people know when it starts, how long it lasts and 
where to come. 


EXTRA $$$ FOR YOU! There’s nothing new about 
selling basement workshop and recreation rooms, but 
here’s a new way to promote them one of those 
“special events” we’ve just been talking about. Most home 
craftsmen are just dying to show off their work and swap 
ideas with other hobbyists, so how about inviting all the 
men and boys in your town to put on a Hobby Show in 
your display room? The crowd will have a lot of fun and 
you'll make lots of new friends. And a lot of sales, too. 

If you find entries are too many or too varied, stage 
a series of shows a week or two apart... one for camera 
bugs, one for woodworking enthusiasts, one for model 
plane and boat builders, and so on. And during each 
exhibit, be sure to have plenty of recreation room plan 
books on hand. Also plenty of “before-and-after” photo- 
graphs of actual basement remodeling jobs you have done, 
and bright colored posters illustrating more ideas for 
putting that waste cellar space to clever use. 


WORD TO THE WISE: Product booklets can be an 
invaluable aid to selling—but many of them sell the 
manufacturer and his brand names too hard to hold 
reader interest. At the same time, such booklets ne- 
glect to sell the dealer, his organization and his 
service. 

If you’re having trouble finding manufacturers’ lit- 
erature that does do a selling job for you, here’s an 
answer to the problem .. . one that’s easier than it 
sounds, to carry out. 

Mount your best newspaper ads and _ publicity 
stories on uniform sized sheets of paper. Have each 
page reproduced as many times as you wish by the 
inexpensive process known as “offsetting.” Then put 
your pages of “offsets” together in booklet form and 
staple them across the top. 

This way you have a booklet that’s distinctively 
yours at a fraction of the usual cost for copy prepara- 
tion and printing. Moreover you have the advantage 
of using tested material. Still another advantage is 
timeliness. Since the cost of offsetting your ads and 
newspaper publicity is so reasonable, this system en- 
ables you to bring out new, up-to-the-minute booklets 
whenever you wish. 


LOUDER PLEASE! One of the highest-priced con- 
sultants to America’s largest department stores has dis- 
covered an infallible way to attract more women customers 
to a dull, slow-moving department. Simply tear up the 
place and start hammering! 

Why, nobody knows—but the noise and confusion of 
store remodeling definitely UPS sales! Something worth 
knowing the next time a store head is hesitant about 
modernizing for fear of losing business while work is in 
progress. 
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TWIN HARBORS LUMBER COMPANY 


Aberdeen, Washington 
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HOUSING INQUIRY: the Congressional Joint 


Committee on Housing has warmed up and expects 
during the remainder of the year to run a more or 
less full-scale inquiry. Special objectives, if you 
haven't checked, include some hard looks aimed 
at restrictive employer-employee agreements, at 
building codes that have too many left feet, at short- 
ages of skilled mechanics, and at material prices 
that seem definitely overweight. At the moment, 
however, this poke-around is eclipsed by foreign 
stuff and by domestic food markets. 


BIG HOUSING YEAR: no housing investigation 


will much change the circumstances of this industry 
during the remainder of the year. Houses now un- 
der way will be completed. Starts made between 
now and the end of ‘47 will be those urgently 
needed, else they’d be allowed to wait. It’s a big 
housing year, up to now and few signs that it'll slow 
down, except seasonally. Some observers say not 
before the middle of ‘49. 


LIGHT-CONSTRUCTION CARES: this industry has 


its own afflictions as it wings into the ‘47 home 
stretch, such as one of the worst freightcar short- 
ages since Weary Willie began riding the rods. 
That trouble of course is common to all businesses 
which depend on rail service. The shortage creates 
building-material scarcities at the retail level. Pro- 
duction of cars is far below schedule and will not 
catch up for a year or more to come. 


PRICE PATTERN: it’s prices that worry builders 


and material men and this goes for all other mer- 
chants and service operators. Sure enough, the chief 
anxiety in the light-construction field is not its own 
prices. Norman P. Mason, president-of NRLDA, has 
assembled figures to prove that present house 
prices can be paid off with fewer hours of labor at 
current wages than was possible at prices and 
wages prevailing ten years ago. In other words, 
wages have advanced faster than housing costs. 


SPECIAL SESSION: general worry over prices, 


especially food prices, is indicated by the mounting 
clamor for a special session of Congress. At first it 
was a demand that Congress meet to deal with 
European troubles, but it's now a demand that do- 
mestic markets be given a going over. But the two 
problems, to quote Senator Lodge, are the halves 
of the same apple; or words to that effect. Six weeks 
ago the plea for a special session would have been 
ignored. The session probably will be called in 
November. 
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OVERSEAS PROBLEM: the foreign stuff is not sim 


ple, whether measured by humanitarian or by hard 
boiled financial standards. Returning Congressmen 
tell of hunger and destitution that will become stark 
tragedy unless help is sent. They also tell of alleged 
foreign leaders who do not, and perhaps can not, 
lead. A British labor government didn't keep its 
own miners at work, though the lost production must 
mean added suffering for the English themselves, 
next winter. 


LEGISLATIVE PROGRAM: most experts say 


there'll be no return to U. S. price controls. There 
would have to be heavy roll-backs, plus wage con- 
trols, to have any effect. General allocations will 
not be restored, although in one way or another 
there's likely to be some managed allotment of steel 
Meatless days and the wartime gray bread may re 
turn, either voluntarily or by act of Congress. But 
the idea now is for the inflation storm to blow itself 
out without much official interference. 


MARSHALL PLAN: future relief for Europe isn't 


going to be as generous as Europeans hope. It 
couldn't be. Then Uncle is getting tired of being a 
soft touch. Congress probably will vote an interim 
sum, perhaps a couple of billions, to help the people 
through a terrible winter, after which the matter of 
relief will be fully explored by Congress. Possibly 
a modified lend-lease, the sending of goods, not the 
granting of cash. Congress, in any event, will call 
the tune. 


ABOUT THIS INDUSTRY: these things are the 


background of the light-construction industry and 
will color its future. No drastic changes in the re- 
mainder of ‘47, but keep a hard eye on the makings 
of ‘48. The industry can and has justified its prices 
by arithmetic and comparisons with other indus 
tries. But it continues to worry, and with reason 
Why? Well, it’s simple if painful. The most powerful 
purchasing agent in the world is getting mad. 


AUNT CARRIE: the American housewife, the 


world’s greatest buyer, suspects she’s been played 
for a sucker. And you can't do that to Aunt Carrie. 
She does her stuff best in the food field; and be- 
cause of foreign relief drains those food prices are 
at the root of most other advances. Food prices 
have been used to get industrial wage increases, 
and they'll be used soon in a new demand for a 
15 percent raise. Because of the food-wage hikes, 
railroads are asking for a rate advance of 27 per 
cent. An so ad infinitum. 
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JOHNNY INKSLINGER PAUL'S BOOKEEPER 


invented the fountain pen. A tradition of resourceful, progressive 
operation goes with Paul Bunyan’s name and reputation. 


Paul is shipping air-dried surfaced product from his plant in 
Susanville. 


PAUL BUNYAN LUMBER CO. 


Manufacturer and Distributor 
Ponderosa Pine White Fir 


SUSANVILLE 


Incense Cedar 


CALIFORNIA 
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OVER 54 YEARS OF 


THE 


LUMBER BUYING 


NOW IN OUR 55TH YEAR, WE ARE 
GIVING BETTER THAN EVER SERVICE 


TO ALL CUSTOMERS. 
Southern Pine & Hardw 

















P. 0. Box 501 


CORINTH, MISS. 


We Manufacture and Wholesale 
Southern Pine and Hardwood Lumber 


OUR SPECIALTY: 2 x 4—8’ SLYP S4S Std. EE DET A/D 


CORINTH PLANING MILL Co. 


Telephone 968 


Custom Resawing and Surfacing in Transit 

















SELLING THE PRODUCTS OF DISTRIBUTORS OF 


*THE McCLOUD RIVER LUMBER 





COMPANY 
McCloud, Calif. 
*THE SHEVLIN-HIXON COMPANY 
Bend, Oregon 


*“Member of the Western Pine Associa- 
tion, Portland, Oregon. 











CF Foc Weodlonk 








1604 Graybar Bldg. 


SHEVUN PINE 


Reg. U. S. Pat. Off. 
EXECUTIVE OFFICE 
900 First National Soo Line Building 
MINNEAPOLIS, MINNESOTA 
DISTRICT SALES OFFICES: 


NEW YORK CHICAGO 


Mohawk 4-9117 





SPECIES 


PONDEROSA PINE 
(PINUS PONDEROSA) 


SUGAR (Genuine White) PINE 
(PINUS LAMBERTIANA) 





1863 LaSalle-Wacker Bldg. 
Telephone Central 9182 


SAN FRANCISCO 
1030 Monadnock Bldg. 
Exbrook 7041 
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Tomorrow's Transportation (?) 


66 LEFT KANSAS CITY at 9:15 

a.m.,” reports the salesman 
for a popular four-place plane 
which can land on less than 200 
feet of level ground at a speed of 
40 miles per hour. “I contacted 
two airfields at Springfield, Leba- 
non, and back. I spent 50 minutes 
at Nevada, three hours and 36 min- 
utes at Springfield, and was back 
in Kansas City at 6:05 p.m. I 
covered 378 air miles and con- 
tacted eight customers. The cost 
was $11.07. The same trip by car 
would have required 11 hours and 
40 minutes to cover 466 miles, and 
would have taken two days of a 
salesman’s time.” 


“ Me 
w nw 


All of which causes a homeless 
veteran to inquire: “Why isn’t 
the same progress being made in 
housing?” 


Tomorrow's Houses (?) 
XCERPTS FROM a survey on 
prefab houses: “In ‘X’ we 
found lumber dealers much op- 
posed to prefabs. Nevertheless, 
they are being built and sold by 
other concerns. Same way at ‘Y’ 
where conventional houses can be 
bought cheaper. Still it’s the pre- 
fabs that are doing the business. 
‘Z’ is a farming town. Farmers not 
supposed to buy them. However, 
ten are now under construction.” 
According to the report most 
prefabs do not sell for less than 
the conventionally built house. 
Sales points: “Quicker and better 
construction—less trouble to get a 
house.” Many lumber dealers are 
advising home prospects to wait 
until prices come down. Result is 
that these same prospects buy pre- 
fabs. 


“ 


Change usually is unwelcome... 
but inevitable. 


Me 


History Will Repeat Itself 
N ALL HISTORY there never 
has been a more prolonged 
shortage of houses than has ex- 
isted during the past few years in 
the United States. To assume this 
demand will not be satisfied eventu- 
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ally doesn’t make sense. The end 
result will be an oversupply of 
houses. Huge demand = always 
stimulates production. Tradition 
gives way to progress. New ways 
are found for doing things. Estab- 
lished distribution breaks down. 
That is what is now happening in 
housing. Few are willing to predict 
how far it will go. 


The Government should turn out 
more of those $2 bills, according 
to Art Benson. Then we could 
buy a dollar’s worth of anything 
without breaking a five. 


Danger Signals 


HERE IS FOOD for thought 

in the fact that in the year 
of our greatest prosperity there 
never was a time when so many 
people are blaming so many other 
people for so many things. 

With sales volume far above all 
time highs and prices the highest 
in history, the all-out cry is for 
“more.” 

Prosperity seems to create bad 
tempers! 


Orchids to NRLDA and sponsor- 
ing associations for the 30-day 
Retail Lumber Training course 
program to be continued in lead- 
ing universities and colleges. 


Ready To Move In! 


sC@ EE IT TODAY,” advertises 

Hartwick - Woodfield com- 
pany, Jackson, Mich., progressive 
lumber dealers. “Get the facts and 
figures. Erected on your property. 
Ready to move in. Immediate de- 
livery. Beat the housing short- 
age.” 

Shown in a two-column cut is an 
attractive Town and Country Cot- 
tage with a spacious porch, which 
is on display in the company’s 
yard. 


OUT OF BALANCE: Production 
at an all-time high... selling at 
an all-time low, means trouble 
eventually. 
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Department of Discontent 

EARS AGO we read (and 

clipped for future reference) 
the following paragraph: 

“The business that is fortunate 
enough to have leaders who are 
gifted with sufficient imagination 

and a little imagination is all 
that is necessary—to be dissatis- 
fied with things as they are, is the 
one that organizes a department 
of discontent in the form of a re- 
search laboratory, and then defi- 
nitely sets out to try to change 
things for the better.” 


Less than 15 years ago a power- 
ful lot of people were wondering 
whether we ever would emerge 
from the depression. 


Keep Your Eye on Your Ledger 
ETTER BEGIN to do a bit of 
worrying about the thickening 
ledger. Chances are it will con- 
tinue to fatten up. At least the 
public is going in debt head over 
heels, according to the Institute of 
Life Insurance. Personal debts in- 
creased $6,000,000,000 in 1946 
which is within $1,100,000,000 of 
the 1929 peak of $40,700,000,000. 
This sudden surge is all the more 
significant since it took place dur- 
ing a year when most goods were 
still in short supply. 


Wonder what happened to the 
much-publicized buyers’ strike we 
heard so much about a short time 
ago. 


Emphasis In The Wrong Place 
HE EMPHASIS STILL is on 
the price of the complete 
house in the majority of cases 
despite the fact that few families 
pay cash for the home. 

Actually the cost of a house, un- 
der long-term amortized  mort- 
gages, is the down payment. The 
ownership payments which ire 
made monthly are usually the 
equivalent of rent. 


y. . 
wv wv 


“He who talketh by the yard but 
thinketh by the inch deserveth to 
be kicken by the foot.” 

(From Andersen’s Frame Maker) 
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Ponderosa Pine Lumber 
Sugar Pine Mouldings 
White Fir, Incense Cedar Cut Stock 


Tarter, Webster & Johnson, Inc. 


No. 1 Montgomery St., San Francisco * P. 0. Box 1731, Stockton, Calif. 























HOLT HARDWOOD (CO. 


Manufacturers of 


MAPLE @ BIRCH © BEECH ® OAK 
STRIP @® BLOCK 





and a —_ 
HERRINGBONE Lumber with a PLUS 
FLOORING All the advantages of ordinary wood, with this 
plus—protection against decay and termite 
a attack is provided by Wolman Salts* preserva- 
BROOM be ANDLES tive driven deep into the wood under high pres- 
sure. Wolmanized Lumber* offers no unusual 
erection problems; the wood is clean, odorless 
GRADED SAWDUST and paintable. American Lumber & Treating 
e Co., 1646 McCormick Bldg., Chicago 4, Illinois. 
High Grade Northern Hardwoods “Registered trademark U. S. Pat. Off. 
* 
Custom Kiln Drying 
2) 


Members: M. 7. M. A. N. HL. A. ON. H. 8 HM. A, 


Oconto, WISCcOnsin 




















THE NAME SILVER LAKE stampepD ON EVERY FOO 
@ PACKED IN CARTONS @ 


LOWER PRICED GRADES 
EDDYSTONE 


j Mills and Sales Office PELHAM 
SILVER LAKE CO. ) shidtichocchee, Georgia 


NUCORD 
Sold through Regional Distributors BENGAL 
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Walter H. Gardner 

General Sales Manager 
Keystone Steel & Wire Company 
Peoria 7, Illinois 


Dear Boss: 

I have just completed a swing around the territory 
and I’m one tired salesman. Although I have been 
making similar trips for a long time, I have never 
had a trip affect me quite like this one. 

It seems the whole concept of buying and selling 
is changing. Everyone seems to be making more 
money with less effort than ever before, yet is quicker 
to blame the other fellow because he is not making 
more. 

At a time when our distribution channels should be 
improving in order to carry the greatest load in his- 
tory, they seem to be breaking down. 


HARD TO PLEASE 

IRONICALLY enough, some of the hardest buyers 
to please are the dealers with the smallest pre-war 
quota and the jobber who never pushed a line unless 
a specialty man was sent to help him. No doubt the 
times have exaggerated these people’s importance. 
They feel their ability to sell, not the law of supply 
and demand, is responsible for increased sales. 

Manufacturers are being accused of many unfair 
practices designed to win quick profits at the expense 
of old established customers. For example, the old 
established dealer in iron and steel products selling 
to the building trade is unable to get supplies because 
his source of supply is now selling a scrap dealer down 
the street just because he earmarks all his desirable 
scrap for them. Another firm, long established as a 
large distributor of sash and doors, is unable to get 
supplies because the factory is now selling to newly 
organized distributors, possibly owned by the mills. 

Frankly, Boss, I am even getting a little envious of 
this free dough and am figuring on a way to cut into 
it. I think I'll start a new buyer’s guide listing only 
the “angle shooters,” who can get anything for a 
price. 

Just last week I was having lunch with the sales 
manager of a large manufacturer. I asked him if he 
didn’t think he was being selfish and short-sighted in 
passing up his old jobber friends and selling the 
dealergedirect. He replied, “My boy, labor is forcing 
us to do most of these seemingly unfair things. With 
their demands so high and raw materials continually 
going up, we are forced to take advantage of the 
salesmen or the jobbers who are not organized against 
us. In a way, a jobber is like a doctor—he is expensive 
and you can always call him in when you need him.” 


NEW SELLING CHANNELS 

WITH everyone trying new short cuts to success, 
I doubt if we will ever find the old road back to nor- 
mal selling as we used to know it. After being trained 
for 20 years that the natural flow of merchandise is 
from manufacturer to wholesaler, to dealer and then 
t consumer, I would hate to see this proven road dis- 
continued and have to start out winning new friends 
and influencing strange people. 

I have also learned in 20 years as a manufacturer’s 
representative that it is seldom wise to buck a trend 
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New aggressive competitors, believes this salesman. 
CANZ Add will get the preference over oldtime dealers who 
fail to keep pace with the latest selling techniques. 


and more profitable to sell where the consumer wants 
to buy. As a result, I have sold dealers, jobbers, 
chains, co-ops and facsimiles of each in some 22 states. 
Therefore, if the trend is to fewer but larger cus- 
tomers, we in the selling game will have some im- 
portant decisions to make. 

As manufacturers, we would do well to discon- 
tinue our allocation system, casting any thoughts of 
loyalty to old friends out the window and start devel- 
oping these new post-war merchants. They will be in a 
strong financial position and can give a manufacturer 
assurance of a large volume. 

As jobbers, we should ask ourselves, “Are we doc- 
tors to be called in by industry to cure its ills and cast 
aside once the cure is effected?” Have we been guilty 
in the last few years of courting the black markets, 
passing up a lot of dealers, even starting our own re- 
tail outlets where we ship most of the scarce items? 

Can we, through our trade associations, clean house 
and operate as a 100 percent wholesaler and prove to 
industry that we merit its confidence and support, 
that we could work with any dealer regardless of size 
and assure the manufacturer better distribution at 
lower cost? 

NEW DEALER PROBLEMS 


DEALERS, too, will have to face new problems: is 
it best to take what they have and get out or plan to 
modernize and keep abreast with the times? Maybe 
the store doesn’t need as much modernizing as the 
ideas and plans of the proprietor. I think dealers 
should throw away their little black books in which 
they harbor hate against old suppliers. They will find 
merchandise harder to get and must be content with 
the smaller credit business while the volume cash 
business goes to the supers and chains. 


I do not like to close the door on an old customer. | 
recognize the value of past loyalty and the advantages 
of dividing up rare merchandise among old outlets, but 
I see coming years of sharp competition; therefore, 
I am more interested in the customer of 1950 than 
1940. Many distributors have not kept step with the 
parade. Some are being managed by sons or successors 
with whom no loyalty has been established. It looks 
like a long time before there is enough steel to go 
around. Therefore, I must look critically on a distrib- 
utor who clings to history. 


I cannot support an oldtimer in a musty store who 
hasn’t kept up with display, advertising and other 
business services while his competitors claim new, 
fresh and lively customers. So next quarter I think 
I’ll abandon old loyalties to distributors who are being 
eclipsed by more aggressive competitors. To me, these 
old distributors will be the wrong people. 

Let’s flush the channels of distribution and clean 
out the parasites. Let’s follow the proven road to 
successful selling with our old friends whenever we 
can, rather than shortcuts offered by the wrong people. 

It will take courage to write strict sales policies 
and enforce them, especially in a soft market where 
unethical competitors, large buyers and purchasing 
associations try and weaken it. 


Yours truly, 
(Signed) J. T: Richardson 
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| 5800 South Boyle Avenue 


PONDEROSA PINE 


Attractive Prices 


Car Lots—Direct Mill Shipments 
8/4—No. 1-2-3 & 4 Common 


Rough — Air Dried 


Widths—4" to 12"—Random or Specified 


| 
| Lengths—8' to 16'—Heavy 16'—Random Only 
| 
| 


-PENBERTHY LUMBER 
| COMPANY 


Los Angeles 11 



































You'll Get Plenty of ~ 


ACTION with a 


CORINTH 


NO. 2 SAWMILL 
..and Fine Lumber Too! 


By actual tests, the Corinth No. 2 
Sawmill has proved its superiority 
in the fast production of fine lum- 
ber—softwood, hardwood and 
mixed. This accurate mill, which 
may be used as a portable outfit or 
set up On a permanent foundation, 
is so sturdily constructed, it will 
stand up in even the severest 
services year after year. 


Send for complete specifications 
and delivery dates. For out-of-the- 
Ordinary sawmill problems, ask 
for the services of a Corinth 
engineer. You can depend upon 
im to find a practical solution. 


CORINTH MACHINERY CO. 
CORINTH, MISSISSIPPI 








Speedy and accurate dou- 
ble-acting set works with 
steel machine cut ratchet 
wheel, for cutting very 
accurate lumber. 


ick-aligni el head- 
Soi agning oe ead 


ock base with adjustable 
split knees with McDon- 
outh boss dogs, and rever- 
sible wearing plates for 
double-length service. 
Fast, improved heavy-duty 
belt feed works will with- 
stand hard usage. Bronze 
bushed idler pulleys for 
pressure gun greasing. 
Steel machine cut racks 
and | securely fas- 
tened to split knee assure 
long life, and extreme ac- 
curacy. Replaceable with- 
out removing entire knee. 
Adjustable rope feed gears 
permit easy elimination of 
slack caused 7 wear be- 
tween gear and pinion. 
Cast steel carriage wheels. 
Guide wheel machined to 
fit 20-lb. machined “T” 
rail track. 


18” Steel Splitter Wheel. 


AIR DRYING LUMBER? 


Cut costs, improve drying efficiency and reduce 
labor problems with 


The Mobile 


Franklin Lumber Piler 


Fits into most air drying yards without change and 
immediately starts producing and liquidating its cost 
as follows: 

1. Fewer men pile more lumber and easier. 


2. Costs no more to pile to the desired height for 
most effective and uniform drying. 


3. Pile higher for more productive use of yard space. 
Fewer pile bottoms to maintain, less top lumber to 
warp and fewer tops to roof for bad weather. 

1. Makes lumber piling more desirable occupation; 
eliminates dependence on “specialists.” 


Write for details today. 


Manufactured by 


Stemm Brothers, Inc. 


Leavenworth, Washington 














DtiLpING Propucts MERCHANDISER 


we 


a> 


oF 1 
Pe SO ae 


aes w 
errs. 


—S) 
a 


RAIN 


LAKE LUMBER CO. 
SALES OFFICE: 2020 Conway Bldg., CHICAGO 2, ILL. 


Selling the Products ef J. A. MATHIEU, Ltd, Rainy Lake, Ont 
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Western Wholesalers 


Report Increased 
Order Files 


Buyers in the western market are re- 
porting heavier summer construction ac- 
tivities throughout the country than 
generally anticipated. As a result, buy- 
ing activity for Western Woods in recent 
weeks has stepped up, apparently to re- 
place inventories that have been moving 
into home and farm building. 


Prices generally have ruled a little firmer 
and your Western Wholesalers have been 
finding it more difficult to obtain imme- 
diate shipment. 


But, as always, your Western Wholesalers 
are right on the job—bending every ef- 
fort to serve customers to the best of 
their ability. 





WALES LUMBER COMPANY 


Old National Bank Building 
SPOKANE - - - WASHINGTON 


* oer 











3 ih ty 


564 Market St., San Seenahes 4 Cal. 
MAUK SEATTLE LUMBER COMPANY 
SEATTLE, WASH. 
HOMESTEAD BRAND 
WESTERN LUMBER MERCHANTS 
CARL SODERBERG yo 


= Products 
orp., Prine- 
LUMBER COMPANY ville,’ Ore.) 


Manufacturers and Wholesalers Washington 











Duncan Lumber Co., Inc. 
White Bldg., Seattle | 
Specializing in dimension. and boards. 


Edward J. Sherman Lumber Sales 
Board of Trade Building 
Portland 4, Oregon 


Morrill & Sturgeon 


Lumber Co. ciate 
Yeon Bldg., Portland, Ore. 











Pacific National Sales Co. 


West Coast Lumber 
Charles B. Hurley, Pres. 


P. O. Box 1587, Tacoma 1, Wash. 
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Air-Tite Window Stays 


Air-Tite Window Stays are pat- 
ented devices for double-hung 
windows which are said to give 
free-sliding, snug-fitting action. 
The operation controls balancer ac- 








tion and gives weather-stripping 
benefits by eliminating dust, draft 
and rattle. The stay can be adapted 
to any size window. For more 
complete details write Air-Tite 
Window Stay company, Dept. AL& 
BPM, 861 Meadow street, Chico- 
pee, Mass. 


Electric Alarm Lock 


Larmloc is an electrically oper- 
ated combination push-button 
mechanism, mounted on the out- 
side of the door above the lock. 
To operate open the weathercap, 
touch the combination you have 
made and the door may be opened. 
One wrong touch sets off the alarm. 
The system is controlled by a small 
cabinet which is concealed any- 
where inside the office or home, 
and has eight numbered sockets. 
You insert three plugs into any of 
the sockets and form your own 
combination which may be changed 
as often as desired. The control 
cabinet is connected to a scare de- 
vice which may be an alarm bell, 
flashing light or connection to a 
distant point through telephone or 
telegraph wires. For more com- 
plete information write Larmloc 
Sales corporation, Dept. AL&BPM, 
3169 N. Clark street, Chicago 14, 
Ill. 
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Wood Casement Operators 


Casement window operators in 
all price classes and in a complete 
selection of types, are now being 
offered by H. S. Getty. The line in- 
cludes operators for wood case- 
ments with internal, external and 
horizontal gearing in a choice of 
materials and finishes. A newly- 
redesigned model, which employs 
exclusive internal gearing, now 
features a solid bronze housing in 
a smoother, more graceful con- 
tour, plus simplified installation de- 
tails. Recent addition to the line 
is the horizontal-gear operator 
which can be used interchangeably 
for right or left hand casements. 
Complete description and _ prices 
are included in a_ recently pub- 
lished bulletin which also lists ac- 
cessory window hardware and a 
variety of extruded metal butt 
hinges. For a copy of the bulletin 
write H. S. Getty & company, Inc., 
5236 N. 10th street, Philadelphia, 
Pa. 


Ready-To-Use Glue 


Perkins Corox, a liquid ready-to- 
use glue, is now available accord- 
ing to a_ recent announcement. 
This new glue may be used straight 
from the container without any ad- 
ditional handling, mixing, heating 
or other form of preparation. 
After application by brush or 
spreader, the glue sets in less 
than an hour. Its usability is said 
not to suffer after freezing. Fur- 
ther information may be had by 
writing Perkins Glue company, 
Dept. AL&BPM, Lansdale, Pa. 


New Yale Door Closer 


After six years of tests, the 
Yale compact door closer is now 
in production and ready for distri- 
bution. The product was designed 
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to answer the need for a smaller 
and more graceful door closer. An 
important feature is its reduction 
in bulk. It has an 180 degree 
checking range, keeping the door 
always under control by means of 
a rotary piston, but contains only 
one moving part. Among the fea- 
tures are fully controlled closing, 
two-speed adjustment, noiseless op- 
eration and easy installation. The 
company is launching a national 
advertising campaign and special 
packaging has been prepared. For 
more complete information write 
Yale & Towne Manufacturing com- 
pany, Dept. AL&BPM, Stamford 
division, Stamford, Conn. 


Jet-Flow Heaters 

Without using blowers or fans, 
the Royal Jet-Flow forces out 
warm air at a velocity of approxi- 
mately 250 feet per minute, said 
to provide a uniformity of heat 








throughout the living space of a 
house. Hot air is delivered in two 
or three directions just below ceil- 
ing level, and at the same time cold 
air is drawn from the floor, keeping 
air moving through the house. The 
heater is installed above the floor 
and does not require a basement or 
deep pit. All parts are accessible 
for servicing and cleaning. The 
entire installation is concealed ex- 
cept for intake and outlet regis- 
ters, The heater is manufactured 
in three sizes. For more com- 
plete information and a copy of an 
illustrated and descriptive folder, 
write Royal Heaters Inc., Dept. 
AL&BPM, 1024 Westminster ave- 
nue, Alhambra, Calif. 


Metal Moulding Literature 
Cosaleo wood covered metal 
mouldings are made by applying a 
tight metal covering to a core of 
Seasoned pine. All patterns are 
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= Lowell is the name known to your 
customers, you can be sure of three important sales 
advantages: easy sales . . . profitable sales 
repeat sales. Follow the eunnegle of dealers all over the : 
country who make Lowell sprayers and dusters. 
their ‘“‘lead line.”’ Start now to pyramid your profits 
with Lowell and get all these extra benefits. 







@ FAST TURNOVER 

M@ COMPLETE QUALITY LINE 
@ SELECTED DISTRIBUTION 
@ ALL SEASON SALES 

@ FORCEFUL SALES HELPS 


STAUFFER 
DUSTER 


PENNANT 


CYCLONE 





COMMANDER 





ROTO-BLAST DUSTER 


DEPT. 63, 589 EAST ILLINOIS STREET 
CHICAGO 11, ILLINOIS 


PREMIER 


C. 5 “Consider Lowell the best line 
= I can stock because it brings 





in customers the year around.” 


A Lowell Dealer 
(name on request) 


WORLD'S LARGEST MANUFACTURER 
OF SPRAYERS AND DUSTERS EXCLUSIVELY 
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Nationally 
Advertised 











Packaged, 
Labeled and Sealed 


To you who have been patiently 
standing in line awaiting deliveries 
of SUPERCEDAR- our production 
is at last increasing. While in fair- 
ness to all we must continue for 
the present on allotment basis, we 
are hoping to achieve reasonably 
good service in the near future. 


GUARANTEED The Spectacular Pent+up 
90% Red Heart Demand for SUPERCEDAR 
or Better is most gratifying. Mr 


; Dealer, reserve space for 
100% Oi! Content it in your shed—we are 
i going to make it availa- 
‘~ ble to you as rapidly as 
conditions will permit. 


[ eROWNns 
SUPERCEDAR 
| CLOSET LINING 


a 





Product of 


GEO. C. BROWN & CO. 


GREENSBORO, N. C. 





LARGEST MANUFACTURERS OF 
AROMATIC RED CEDAR IN THE WORLD 















Sensitive to touch 
— light to handle 
— relaxing 
to use. 













Twelve to a box 






Chapmanized steel 
RED DEVIL wheel. 


NEW JERSEY 


~ IRVINGTON 11, 














WHAT’S NEW? 





available in a bright or satin finish 
and in chromium, copper, brass, 
nickel silver, aluminum and stain- 
less steel. The folder shows each 
pattern in its true size and all di- 
mensions and prices are included. 
The directions for cutting and ap- 
plying and the characteristics of 
the different metals are given. The 
company also makes metal display 
cases and frames, some of which 
are described. For a copy of the 
folder write Colonial Sales corpora- 
tion, Dept. AL&BPM, 928 Broad- 
way, New York, N. Y. 


Home Air Purifier 


The Sterilator, the germ killing 
unit designed for the home, is now 
available. It incorporates the G-E 
Germicidial lamp which is a de- 
velopment in the use of the ultra- 
violet ray as a germ killing me- 
dium. The Sterilator is said to 





installed in 
conditioning 


and easily 
the heating and air 
system within the home, requiring 
no special wiring or brackets. Be- 
cause it is installed within the ven- 


be quickly 


tilating system, it comes in-~con- 
tact with germs at the focal point. 
This fixture deodorizes as well as 
disinfects. For further details 
write Domestic Devices, Dept. 
AL&BPM, 1495 Warrensville road, 
Cleveland, Ohio. 


Truck Body Catalog 

A 12-page color catalog describ- 
ing the new Fruehauf_ all-steel 
truck bodies has just been released 
by the Fruehauf Trailer company. 
Che book illustrates various door 
arrangements and other options 
vhich provide a choice of over 500 
uifferent body combinations. For 
a copy of the catalog write Frue- 
half Trailer company, Body divi- 
<ion, Dept. AL&BPM, Detroit 32, 
Mich. 
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R-V-Lite Dispensing Rack 

Arvey corporation announces the 
distribution of a new floor fixture 
—a dispensing rack for the R-V- 
Lite family of window materials, 
This tubular steel rack is designed 
to hold four rolls and stands 52 
inches high, 40 inches wide, and 21 
inches deep. It may be_ used 
against a wall, by a counter, or as 








an island display for dispensing 
from both sides. Sales literature 
is contained in two handy top 
pockets. Display is available with 
the purchase of three 150-foot 
rolls of window materials. All 
three materials are designed for 
use in storm doors and windows, 
hot and cold bed frames, farm ani- 
mal buildings, poultry houses, at- 
tics, basements, ete. For more 
complete information write Arvey 
corporation, Dept. AL&BPM, 3462 
N. Kimball avenue, Chicago 18, IIl. 


Speed Saw Filer 


Speed Saw filer is a new tool 
that enables anyone to sharpen any 
type of hand saw. The tool clamps 
on the saw and guides in precision 
filing. Two adjustments set the 





correct pitch and angle to sharpen 
any type of hand saw. The new 
tool, said to be thoroughly tested 
and approved, is available for im- 
mediate delivery. For more com- 
plete details write Speed Corpora- 
tion, Dept. AL&BPM, 2025 N. E. 
Sandy, Portland 12, Ore. 


1047, AMERICAN LUMWraMaw & 










































val 
La 
col 
ele 


zi 
Tl 
or 
sn 
fa 
an 
Fi 

3 


De 
Ex 





s the 
xture 
R-V- 
rials, 
igned 
Is 52 
id 21 
used 
Or as 





nsing 
ature 

top 
with 
)-foot 

All 
1 for 
dows, 
1 ani- 
s, at- 
more 
Arvey 
3462 
8, Ill. 


tool 


n any 
lamps 
eision 
t 6the 





. 


arpen 
» new 
tested 
r im- 
com- 
*pora- 
N. E. 





Corner Bead 





arian 























Because of the shortage of gal- 
vanized sheets, the Bostwick Steel 


Lath company is now making 
corner bead with a_ bonderized 
electro-zine galvanized coating. 


The new finish, of chemically pure 





zine, will be known as Electro-Gal. 
This is said not to peel, chip, flake 
or powder. It has a_ lustrous, 
smooth, steel-gray finish. The sur- 
face is said to become passivated 
and an absorbent base for paint. 
For more complete details write 
Bostwick Steel Lath company, 
Dept. AL&BPM, Niles, Ohio. 


Extending Truck Step 


The Extendo corporation  an- 
nounce the new Extendo no break 
truck step. The outstanding fea- 


ture of this step is that it will 
not break off should the driver 
forget to retract it. The unit 


merely slides back into its frame 
or rack if the truck is backed up 
against a dock, wall or other ob- 


stacle. The step is attached to the 
truck by four bolts. For more 
complete information write Ex- 


tendo corporation, Dept. AL&BPM, 
1950 Melrose avenue, Los Angeles 
27, Calif. 
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prices may be had by writing the 
Leslie Welding company, Dept. 
AL&BPM, 2943 Carroll avenue, 
Chicago, IIl. 


Self-Framing Type Louver 


In production is a new series of 
ventilating louvers for attic wall 
installation. The unit is a flanged, 
self-framing louver designed for 
use in new construction. No wood 
frame or wood trim is required, 
the louver coming complete for in- 
stallation including a detachable 
screen in the rear. Exclusive fea- 
tures include a sloping surface on 
the top and effective drip edge 
along the bottom. It is made in 
five sizes from 26 gauge galvanized 
iron, prime-coated with aluminum 
paint. Further information and 


Advertising Package 


A new building portfolio for 
newspaper advertising purposes 
especially planned for lumber and 
building products dealers is now 
available. The package includes a 
13-ad, ready-to-run campaign cov- 
ering interior and exterior paint- 
ing, millwork, siding, roofing, in- 
sulation, weatherstripping, glaz- 
ing, millwork, kitchen and general 








lt Takes 
to Make Good Lumber 


Good Logs 


—and A-Y has ‘em. Behind the A-Y modern mill is 
choice stand of Ponderosa Pine timber that supplies a 
steady flow of superb quality logs to the A-Y saws. 
A-Y starts with quality in the log—and maintains it 
throughout all operations—right into the finished prod- 
ucts that are shipped to you. 






Yard Stock, Factory Lumber 
Mouldings, Industrial Items 


Member Ponderosa Pine Woodwork 








Alexander-Yawkey Lumber Co. 


Members Western Pine Association 


Prineville, Oregon 








( Here's the one that 
WON'T SHRINK 


This modern plastic in 
powder form makes 
lasting repairs in tile, 
wood or plaster. Pays 
dealers a bigger profit. 
SELLS BETTER because 
it WORKS BETTER. 








Most dealers report: 
“Our sales of Dur- 
ham’s Rock - Hard 
Water Putty keep 
doubling, year after 
year.” What’s more, 
Durham’s Rock- 
Hard Water Putty 
gives you by far the 
best prefit-margin on 
any product of this . 
nature. Use it yourself, and you'll quickly 
see why it sells-so fast, and repeats so regu- 
larly. Many patching materials may shrink, 
fall out or chip off. Durham’s Rock-Hard 
Water Putty does not shrink. Absoiutely 
not. It sticks and stays put. You can saw or 
chisel it, paint or polish it to a velvet smooth 
finish. Easy to use. Keeps indefinitely. So 
economical. Just mix with water as 
needed. ¢ Packed twelve 1-lb. cans or four 
4-lb. cans to case. Keep some of each on dis- 
play. Available in 25, 50, 100-lb. drums for 
industrial users. 


DURHAM 
COMPANY 
Des Moines 4 


The PLASTIC Repair Material 


in POWDER Form 


MANAGEMENT 


Guarantees the true spirit of 


Seshitality 


... it always prevails in every 


perfect detail of the service and 


atmosphere you'll enjoy at 


Lhe 
DRAKE 
Chicago 


Edwin L. Brashears 
PRESIDENT 





WHAT’S NEW? 


remodeling, etc. Ample stress is 
also placed on dealer services, con- 
struction work, house plans, deliv- 
ery and financing. If your locai 
newspaper does not have the Meyer 
Both franchise, full details may be 
had by writing the Meyer Both 
company, Dept. AL&BPM, 1935 S. 
Michigan avenue, Chicago 16, Ill. 


Revolving Cupboard Shelves 
Lazy Daisy revolving shelves are 
designed for installation in kitchen 
wall cupboards, kitchen base cup- 
boards, basement and pantry areas, 
clothes closets and retail store 
windows. In cupboards the shelf 


allows everything to come _ into 
view. One touch and the dish de- 
sired is at the front. The round 
shelves are particularly suitable 
for placing in “L” and “U” shaped 
corners in kitchens. The clothes 
closet unit, with hat and _ shoe 
shelves, brings every garment to 
the front. The shelves are a cir- 
cle of 1% inch plywood. For illus- 
trated folders and more complete 
information write Lazy Daisy divi- 
sion, Hoosier Industries Inc., Dept. 
AL&BPM, LaPorte, Ind. 


Using Porcelain Enamel 

The how and why of using archi- 
tectural porcelain enamel is de- 
scribed in a new 16-page brochure 
recently published. Each type of 
architectural application is dis- 
cussed in detail, including its uses. 
One of its suggested uses is in re- 
modeling. Copies of the booklet, 
A.I.A. File No. 15-H-2 are avail- 
able without cost from the Por- 
celain Enamel institute, Dept. AL& 
BPM, 1010 Vermont avenue N. W., 
Washington, D. C. 


Weatherproof Roofing Nail 
New weatherproof roofing nails, 
now in production, use a neoprene 
washer which forms a seal between 
the head of the nail and the alum- 
inum or other metal sheeting and 
roofing. This prevents corrosion 
due to electrolysis and leakage. 
The washer is said not to get 


September 


soft when exposed to heat encoun- 
tered by metal roofs, nor will it 
harden and chip as a result of 
cold. For more complete informa- 
tion write Nichols Wire & Steel 
company, Dept. AL&BPM, Daven- 
port, Iowa, or Independent Nail & 
Packing company, Dept. AL&BPM, 
Bridgewater, Mass. 


Illuminated Medicine Cabinets 


Lawson bathroom medicine cabi- 
nets are now available with new, 
modern light fixtures known as the 

















Lawson “60” line. Four tubular 
shades, held in chromium plated 
brackets, insure glareless illumina- 
tion. The shades are threaded for 
easy insertion or removal. The 
bracket on the left has a switch 
to control the light and the bracket 
at the right has a convenience out- 
let. For a copy of a descriptive 
catalog write F. H. Lawson com- 
pany, 809 Evans street, Cincinnati 
4, Ohio. 


Electric Cord Plug 


Illustrated here is an electrical 
product called Coinop. When put- 
ting on a cord it is only necessary 
to bare wires, twist strands firmly, 
insert wires into plug, then turn 


the slot with a coin and the plug 
is ready to use. It is made of 
thermo-setting beetle plastic and 
is said not to soften under heat, or 
burn and has insulating properties. 
For further information § write 
White-Merrill-Jones company, 
Dept. AL&BPM, Detroit, Mich. 
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Electric Water Heater 








With a capacity for five gallons, 
this water heater is designed for 
use where a supply of water is 
needed in modest quantities and 


where the demand does not justify 
the expense of a large unit. Among 
trailers, 


its uses are in cabins, 








apartments, washrooms, dairy 
barns, milk houses, garages, and 
cottages. The five gallons are 
heated in one hour with the ther- 
mostat set at 170 degrees. When 
two or three quarts have been 
withdrawn, the current is auto- 
matically turned on again. Meas- 
uring 22 inches high, the unit can 
be installed under a washbowl. It 
comes complete, ready to use. For 
more complete information write 
Modern Water Equipment com- 
pany, Dept. AL&BPM, 542 Grant 
place, Chicago 14, Il. 


Automatic Precision Tacker 

The new automatic hand tacker 
has a built-in adjustable gauge, 
adjustable to any given point 
within 1 11/16 inches. This tacker 
is said to be easy to handle, simple 
and durable and its possible uses 
are unlimited. The driving head is 
capped with resilient rubber on a 
solid base «* durable rubber. For 
more complete information write 
The Feller comp.ny, Dept. AL& 
BPM, 2271 Superior avenue, 
Cleveland 14, Ohio. 
































Part of the 
Picture 


Doesn't Show 


That part of the picture which you do 
not see is the planting which is done 
to replace the tree cut down. Seedlings 
by the. million are ordered each year. 
The planting and nurturing of these 


seedlings is an important job. 





It is part of a plan, so well thousht out 
and so well executed that we never worry 
about the future of the Kirby log supply. 
Nature is our partner, and between the 


two of us, we can proudly say: 


Posterity too, will be asking 


“Is it as good as Kirby’s?” 


KIRB 


Yellow Pine 


KIRBY BUILDING 


LUMBER ~ 
CORPORATION 


Southern Hardwoods 
"A Wood for Every Purpose’ 


HOUSTON, TEXAS 

















$200, 


“ d Cent s 
Plywoo big returns i 


Sellers of lumber, 
hardware, as well 
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Here’s How: He stocks a selection of all these plywoods: Birch @ Maple @ 


Yellow Pine @ Poplar @ Gum e 


Mahogany @ Walnut @ Oak ... which 


Aetna has available. He features “Plywood Center” in his store where cus- 
tomers can select the right plywood for the job. Result: More satisfied cus- 


tomers and larger profits. 


GET THE FULL STORY ABOUT... 





“A Plywood Center For Your City.” Write today. 


PLYWOOD AND VENEER COMPANY 


1732 ELSTON AVENUE, CHICAGO 22, ILLINOIS 
Phone Armitage 7100 


Teletype CG 305 
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PAUL B. BERRY 


Wholesale — Commission 


Grand Rapids 6, Michigan 


If you can furnish any of the following 
(or anything else) write or wire me. 


l or more cars softwood boards and dimen- 
sion KD or AD, machined; also panels, shorts, 
cutoffs. 1 or more cars 5” and thicker hard- 
woods, mostly 4/4” & 5/4” KD or AD. Send 
me your stock and price lists. 
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Old Growth DOUGLAS FIR 


Oregon-American Lumber Corp. 
VERNONIA, OREGON 





JAMES W. SEWALL COMPANY 


Consulting Foresters 








MAIN OFFICE: 


OLD TOWN, MAINE 


Phillips & Benner 
Ruttan Block, Port Arthur, Ontario 
Established 1910 

































Manufacturers 
PINE & POPLAR | 
LUMBER 


LA GRANGE, GA. 








J. W. Wells Lumber Co. 


Montgomery |, Alabama 


Manufacturers 


Southern Hardwoods and Pine 











Knudson & Mercer Lumber Co. 


Purveyors to 
Accredited Retail Lumber Dealers 
for 52 years 


| LUMBER FROM SOUTH, WEST, NORTH 


Sash & Doors, Wallboards and Most 
Standard Specialties 


28 E. Jackson Blvd., Chicago 4, Ill. 























POLES and | 
PILING 


Goodwin Johnson Ltd. 


Metropolitan Building 








Vancouver, British Columbia 
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SPECIALIZING 


in protection for the 
Lumber Industry 











Po 











Substantial dividend savings have been 
returned to policyholders each year 


Lumbermens “= 


Casualty Company 
James S. Kemper, Chairman 
MUTUAL INSURANCE BUILDING, CHICAGO 40 
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“MARKET ANALYSIS 


Douglas Fir Production 
at Post-war Peak 


With August production in the Douglas fir region 
of Oregon and Washington at a post-war peak, orders 
continued a firm upward trend, H. V. Simpson, ex- 
ecutive vice president of the West Coast Lumbermen’s 
Association, reported. 

Calling attention to the railroad car shortage in 
the Pacific Northwest, Simpson declared that the en- 
tire month’s production could have been shipped if 
sufficient transportation had been available. 


The weekly average of West Coast lumber produc- 


‘tion in August was 145,573,000 board feet compared 


with 102,746,000 board feet in July. Orders jumped 
to an average of 139,924,000 feet, an increase of 
3,247,000 over those for July. August shipments rose 
to 137,055,000 from 101,040,000 feet in July. The 
sharp increase over the previous month is attributed 
to the sawmil] shutdowns during the Fourth of July 
period. 


Current Statistics on 
Output and Distribution 


Lumber shipments of 392 mills reporting to the 
National Lumber Trade Barometer were 0.1 percent 
above production for the week ending Sept. 6, 1947. 
In the same week new orders of these mills were 11.4 
percent below production. Unfilled order files of the 
reporting mills amounted to 66 percent of stocks. For 
reporting softwood mills, unfilled orders are equivalent 
to 31 days’ production at the current rate and gross 
stocks are equivalent to 44 days’ production. 

For the year-to-date, shipments of reporting iden- 
tical mills were 1.7 percent above production; orders 
were 4.5 percent above production. 


Compared to the average corresponding week of 
1935-1939, production of reporting mills were 2.2 per- 
cent below; shipments were 6.4 percent above; orders 
were 3.8 percent below. Compared to the correspond- 
ing week in 1946, production of reporting mills was 
1.8 percent below; shipments were 0.7 percent below 
and new orders were 9.7 percent below. 


Western Pine 


The cut by the 92 mills reporting to the Western 
Pine Association for the week ending Sept. 6, 1947 
totaled 51,265,000 feet. The same week a year ago the 
cut was 50,721,000 feet. Shipments during the week 
totaled 46,765,000; orders totaled 38,767,000. Ship- 
ments were 8.8 percent below production and orders 
were 24.4 percent below production. Unfilled orders 
on hand at the end of the week totaled 175,732,000 
feet compared with 194,845,000 feet for the same pe- 
riod last year. Gross stocks stood at 633,859,000 feet 


BurLpInG Propucts MERCHANDISER 





LE... 


Dealers know they can rely on Fiddes- 
Moore for prompt delivery of outstand- 
ing building products. F-M service is 
the keynote of our relations with ag- 
gressive dealers. 

Fiddes-Moore products include: Ver- 
satile Westbilt Kitchen Cabinet Units 
...made of beautiful Ponderosa Pine 
and Douglas Fir, in a complete selec- 
tion of sizes and styles; Commander *, 
Garage Doors... service-styled section- 
al types with 3-ply fir panels...one- 
car or two-car sizes; Douglas FirDoors ® 
for the home...various styles and sizes . 
to satisfy the needs of every builder; 

. 
8 
e 

+ 





Plywood of all types... Softwood 
and Hardwood. 


Phone or write for details and prices. 


FIDDES-MOORE 
& COMPANY 


ovary 27> SERVICE 


Sales and Service Office: 228 N. LaSalle Street 
Chicago 1, Illinois Telephone Central 5875 
e 
Prompt shipment from Hammond, Indiana, on Kitch- 
en Cabinets, Plywood, Doors and Garage Doors. « 
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KITCHEN CABINETS 


PLYWOOD 
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DOUGLAS FIR 
DOORS 
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“The New 
KENNALOCK 


to open the door. Built-in flush with the 


Write for further information. 








Dept. A-79 





FOR ALL SLIDING DOORS 


KENNALOCK eliminates the extra motion used to unlock ordinary 
sliding doors. There is nothing to turn; KENNALOCK is a simple 
mechanism that unlocks with the same natural motion used 


door surface, 


KENNALOCK is available for %, 1%, 1%, and 1% inch doors. 


JAY G. Mc KENNA INC. 





Factory * ELKHART, Ind. 





















ciency, these H & A 
Woodworking Tools 
save time — eliminate 
waste — assure more 
accurate, better fitting 
members — and cut 
building costs. 


H & A Jointer — Sturdy 
cast iron construction for 
accurate edging or surfac- 
ing operations — straight 
or angular — _ including 
chamfering, rabbeting. 
Available with 42 or 60 
inch table length. 


Other H & A Wood- 


ST. PAUL FOUNDRY 


70 





WOODWORKING 


H & EQUIPMENT 
Does the Yob... on the Yob! 


Set up H & A Woodworking Tools wherever there’s a sawing job 
to be done... 
in the shop. Use them to saw lumber to size, cut form boards, 
and produce finished moldings and other pieces all ready to 


in the lumber yard—on the construction field— 


assemble. Designed for ease of operation and maximum effli- 


IMMEDIATE 
DELIVERY 





working Tools include: mid 


the H & A Swing Cut-Off Saws, the H & A Woodmaster and the 
H & A 14” Band Saw. Write for complete information on all of 
these Quality Woodworking Tools. 


HESTON and ANDERSON 
DIVISION OF “ 606 W. Kirkwood St. 





AND MFG. CO. IOWA 

















That’s the record Bird shingles are making on 
roofs in Wisconsin where the climate is plenty 
tough. And, remember! These 1919 shingles were 
made before such Bird improvements as treated 
granules, thick butt construction, shatter-resistant 
coating and Weather-Tex surface which give today’s 
Bird shingles added stamina. No wonder dealers 
can recommend and sell these super-shingles with 
complete confidence. 





CONTROLLED 
PRODUCTION 


Every step in the manufacture of Bird 
Roofings is carefully controlled. From 
raw materials through finished product, 
more than 100 separate tests are re- 
quired to meet Bird's rigid standards. 


GUARDS 
QUALITY 















BIRD & SON, inc., EAST WALPOLE, MASS. 


New York 


Shreveport, La. Chicago 











LUMBER MARKET 





compared with 621,26,000 for the corresponding pe- 
riod in 1946. 


Southern Pine 

Production of Southern Pine by the 105 mills re- 
porting to the Southern Pine Association for the 
week ending Sept. 6, 1947 totaled 14,935,000 feet. 
This was 5.98 percent below the three-year average 
for the same mills. Shipments for the week ending 
Sept. 6 totaled 15,832,000 feet. This was 6.01 per- 
cent above production for the week. Orders for the 
week totaled 13,526,000 feet or 9.43 percent below pro- 
duction for the week. 


Northern Pine 

Production of Northern Pine by the five mills re- 
porting to the Northern Pine Manufacturers’ Asso- 
ciation for the week ending Sept. 6, 1947 totaled 
1,750,000 feet. The same week a year ago production 
reached 1,800,000 feet. Shipments during the current 
week totaled 1,195,000 compared with 685,000 feet a 
year ago. Unfilled orders on hand stood at 3,305,000 
feet and gross stocks amounted to 27,495,000 feet. 


In the Market Centers 

SEATTLE ific Northwest logging indus- 
try has produced more logs this past summer than at 
any time since Sept. 1, 1941 when the Puget Sound 
inventory reached 521,000,000 feet. As of Sept. 1, 
1947 Puget Sound reports an inventory of 521,000,000 
feet, an increase of 68,000,000 feet over Aug. 1. Prices 
are consistently higher than a fortnight ago. Despite 
good production, lumber is hard to buy. Some Oregon 
mills are accumulating inventories and are trying hard 
to sell low-grade items, figuring the better ones will 
be easier to sell later. Most mills have order files for 
30 days. Principal trading factor is the promise of 
delivery. If cars are available, buyers don’t quibble 
much over price. 

TACOMA—Labor is restless. The industry is con- 
cerned by an announcement by Ear] Hartley, presi- 
dent, Puget Sound District Council, Lumber and Saw- 
mill Workers Union (AFL) that the council’s execu- 
tive committee plans immediate steps to obtain wage 
increases for 30,000 workers in the industry. Orders 
are showing a fairly strong upward climb and pro- 
duction is good. Weather conditions are excellent. 

KANSAS CITY—Demand for lumber in the South- 
west has held up fairly well in the past two weeks 
with prices at or near their all-time high for the year. 
Mills are booked solid for weeks and find it difficult to 
make prompt shipment on account of a serious box 
car shortage. A _ significant development that fol- 
lowed in the weeks of the $15 to $25 advance in yel- 
low pine in the past two months has been the reopen- 
ing of a number of small, marginal mills in the South- 
west. These mills closed down early in the spring 
when prices fell and the high for logs made it impos- 
sible for them to show a profit. Now they are re- 
suming operations. 

MINNEAPOLIS—Yard inventories have shrunk 
steadily in the last six weeks with no hope in sight 
that they will be replenished before winter curtails 
outside building activity. Retail dealers expect to see 
a record rural building year in 1948. Already the 
mounting demand for modernization and electrification 
of the farm home has made itself felt and many yards 
report shortages of numerous items. 
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C. F, Mimnaugh 





R. A. Holmes 











525 CORBETT BUILDING—PORTLAND 4, OREGON 


ful Weat Coast Specces 


“as % MOULDINGS ,y INDUSTRIAL CUT STOCK 
*& FURNITURE DIMENSION STOCK 















OREGON LUMBER ' 
COMPANY OT epst 


Baker, Oregon 





(GETS BUILDERS OUT, TOO!) 


When flooded excavations and basements threaten 





Producers and Manufacturers 


Famous "John Day" schedules and profits, builders count on Marlow Water 
Pond Pi Wizard Self-Priming Centrifugal Pumps. Water Wiz- 
oncerosa rine ards prime and reprime automatically even on high 


suction lifts and are practically attention-free. 


Since 1889 More features that do more for builders . . . that’s 

the reason thousands of build- 
ers prefer Water Wizards, not 
only for emergency use but 
for water supply to jobs. 


11/, to 10-inch sizes; 3000 to 
240,000 gallons per hour. 
Dealer data sent promptly. 
Marlow Pumps, 519 Green- 
wood Ave., Ridgewood, N. J. 


‘MARLOW PUMPS 


Under a sustained yield plan. New 
trees are growing as fast as we 
harvest the mature ones — insuring 


continuous operation for the future. 








Manufacturers of the World's Largest Line of Construction Pumps 











RO L L-O F FF “The Active Truck is the Money -Maker™ 
LUMBER TRUCK BEDS since 191s 


Complete Beds Shipped KD. 


EASILY MOUNTED 
Write for Catalog & Prices 











qgwo Minutes Better Thar 


- The R-B COMPANY, 1921 Guinotte, KANSAS CITY, MO. 
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Appointments and Promotions 


R. C. HILLMAN has opened a new 
sales office for the Long-Bell 
Lumber company in Denver, Colo. 
Mr. Hillman, who has spent the 
past 11 years with Long-Bell at its 
Longview, Wash., operation, will 
include in his territory Colorado 
and parts of Wyoming, Kansas, 
Nebraska and New Mexico. 


M. J. GrRapy, former sales man- 
ager of the bathroom accessories 
division of Gerity-Michigan Die 
Casting company, Adrian, Mich., 
has been appointed general .man- 
ager of the E. C. Smith Manu- 
facturing corporation, Chicago, 
makers of bathroom accessories. 


Announcement is made by Acme 
Sash Balance company, Los 
Angeles, of the appointment of 
GENERAL JONATHON M. WAIN- 
WRIGHT as vice president in charge 
of public relations. 


ELMER L. ROBSON was recently 
elected vice president and general 
sales manager of the Rubberset 
company, Newark, N. J. He suc- 
ceeds ELWoop M. JONES JR., new 
executive vice president of the com- 
pany. 


Adirondack Homes, division of 
Adirondack Log Cabin company, 
Inc., New York, announces the ap- 
pointment of HENRY SOSKIN as as- 
sistant to the president in charge 
of dealer-consumer relations. 








LARGE 
STOCK 


PROMPT 
SHIP- 
MENTS 


ENGLISH TYPE-- RAIL AND HURDLE FENCE cao%oc 
Rail Fence has Chestnut Rails with 
Locust or Chestnut Posts 


WOOD PRODUCTS COMPANY -- TOLEDO 1I2, OHIO 
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MEADE JOHNSON, appointed general sales 
manager of the Stamford Division of The 
Yale & Towne Manufacturing company. He 
formerly was the marketing manager, who 
since V-J Day has been responsible for plan- 
ning and executing the most radical market- 
ing and merchandising program ever under- 
taken in the hardware industry. 


Elmer L. Robson 


Yale Promotions 


Three promotions to the _ top 
production and_ sales executive 
posts on his staff were made re- 
cently by J. Bryan Williams, Jr., as 
he officially took over his duties as 
general manager of the Stamford 
Division of The Yale & Towne 
Manufacturing company. 

The 37-year old general manager 
has thus provided himself with a 
top staff that represents 81 years 
of experience in the production and 
sale of Yale locks, door closers, 
builders’ hardware, and_ rotary 
pumps. 

The executive promotions in the 
Stamford Division made by Mr. 
Williams are: 

In production—A. Douglas Dal- 
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Soundbilt is a name that stands for quality in plywood. 
As the name itself implies, Soundbilt is a well-manufac- 
tured, soundly produced plywood. It comes from fine, old- 
growth logs. It is made in a modern plant. Soundbilt is 
a name you'll be hearing more about from now on. 


Zot 





PLYWOOD, /a. 
230 EAST F STREET w TACOMA, WASHINGTON # PHONE MAin 0179 
















A QUALITY GROUP 
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Western Pines and associated woods are well manufac- 
tured, rigidly graded, and thoroughly seasoned in 
accordance with the high standards long established and 
sustained by member mills. 


WESTERN PINE ASSOCIATION 


Yeon Building, Portland 4, Oregon 








Anaconda Copper 
Mining Co. 


Lumber Department 


Bonner, Mont. 


Manufacturers of 


Ponderosa Pine, Fir and 
Larch Lumber 


















1. BALANCER ACTION — for free- 


sliding sash without spirals, pulleys, 
weights or cords. 


2. WEATHER-STRIPPING BENEFITS 


| — insure snug-fitting sash; no dust, 
{ draft or rattle. 


| 
| 
| 


U.S. Pat. No. 2,187,412 


There’s real economy in handling and installing Air-tite 
Window Stays. One operation takes command of any double- 
hung window for balancer action and weather-stripping 
benefits — saving over 50% in time and materials. These are 
real benefits to pass on to the house-buying public. 


Air-tite Window Stays, set in both upper and lower sash, 
apply evenly-distributed pressure toward the parting bead. 
The plunger of each Stay expands or contracts against 18 
snug-fitting 


lbs. of spring action, . affording free-sliding, 
windows under all conditions. 


Architects, builders, dealers 
and jobbers are invited to 
write for full installation 
specifications and prices. 
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ton, 33 years with Yale & Towne, 
promoted from general superin- 
tendent to assistant general man- 
ager; Harold E. Nagle, 28 years 
with the company, promoted from 
superintendent of methods to gen- 
eral superintendent. 


In sales—Meade Johnson, 20 
years with Yale & Towne, pro- 
moted from marketing manager to 
general sales manager. 


Fait Accompili. 
Is now a poor time to build? 
Starting from scratch and building 
a first class band sawmill ready to 
operate in 90 days is some kind of 
feat in these days of shortages. On 
May 17, 1947 the sawmill of the C. 
G. Bennett Lumber Co., St, Regis, 
Mont. was completely destroyed by 
fire. This had been a circular mill. 
In its place the company erected a 
new mill equipped with band head- 
saw and started opeation Aug. 18, 
1947, just 90 days from the date of 
the fire. This company’s products 
are sold exclusively through Wales 
Lumber Co., Spokane, Wash. 





Companies Announce 

WILLIAM GREBLER & _ SONs, 
Springfield, IIll., announces the 
opening of a new retail hardware 
and building products store in No- 
vember, and the company says it 
would like manufacturers’ repre- 
sentatives to call. 








WHEELER, OSGOOD COMPANY, T:- 
coma, is purchasing the plant of the 
Fir Manufacturing company, 
Myrtle Creek, Ore. 


Reorganization of the Associ- 
ATED FOREST PRopDUCTS TECHNOLO- 
GISTS as the Pacific Northwest sec- 





MIAN 


QUALITY LUMBER 


AD? 


When Better Lumber Is Made 
lt Will Be “GRIFFIN GRADE” 





J. M. GRIFFIN & SONS, Inc. 


MANUFACTURERS OF 
PINE AND HARDWOOD LUMBER 
BOX 380-C 
NEWTON, MISSISSIPPI 












Quality Products 


The Brand to Rely on for 


Thurston-Flavelle Limited 


Manufacturers of Red Cedar Lumber and Shingles 


Port Moody, B. C. Canada 





Distributed through the Whole- 
sale Trade exclusively. 














C. E. Klumb Lumber Company 


C. E. (ROY) KLUMB, Sr., Owner 


Wholesale Lumber Distributors 


An Experienced Lumber Service That Knows the 
Producer's Problems and the Buyer’s Needs. 


CRYSTAL SPRINGS, MISSISSIPPI 
“In the Heart of the Deep South” 


Phone 169 P. O. Box 391 

















SAWMILL MACHINERY 


MANUFACTURERS of a complete line of sawmill ma- 
chinery . . . PORTABLE MILLS . . . BAND MILL 
CARRIAGES ... EDGERS ... TRIMMERS... 
SHOTGUN STEAM FEEDS ... STEAM NIGGERS... 
LOG STOP AND LOADER . . . AUTOMATIC FEED 
TABLE FOR PLANING MILLS. WRITE FOR CATALOG 
AND “POWER HOUSE.” 


Cans 


MACHINERY 


MILL SUPPLIES 


“Everythin for 
the mechanical 
transmission of 
power.” 
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Established 1850 


Cross, Austin & Ireland 
Lumber Company 


1246 Grand St. Brooklyn 6, N. Y. 
Telephone <vergreen 8-9000 


Lumber - Timber - Millwork 














ALIFORNIA 


SUGAR & WESTERN 
PINE AGENCY 


#1 MONTGOMERY ST 
SAN FRANCISCO, CALIFORNIA 


SUGAR Selects and 
PINE this 


California Ponderosa Pirie 
Mouldings and Cut Stock 






Pattern Lumber 
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| Prompt Service on 
SAW REPAIRS 


We are continually adding new machines to increase 
production and give better service. Our new surface 
grinder, just installed, has increased our production 
on all repair work considerably. 


Cut-downs now take 30 days or less. 
All other repair work done promptly. 
Best equipped saw Factory in the South. 


J. H. Miner Saw Mfg. Co. 


Meridian, Mississippi 


The Original Miner Service 








| Incorporated in 1912 
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AIR DRIED 


HARDWOODS 


KILN DRIED POPLAR 


EXCLUSIVE SELLING AGENTS: 





Yost-Blackwell Lbr. Co., Notasulga Lbr. Co, 
Ozark & Enterprise, Ala. Notasulga, Ala. 






























PINE PLUME LUMBER CO.|\ 


BELL BUILDING, MONTGOMERY, ALA. 
ESTABLISHED 1899 








— = _ = ee — 
S ee, \ oem, \ mmm, ems we ee eee 


ILDING Propucts MERCHANDISER 













for 
LUMBER 
VENEERS 
DOWELS 
BOBBINS 


...and all wood prod- 





ucts, rough or smooth. 


INSURE AGAINST GREEN LUMBER 


. . « test moisture as low as 0% 


Avoid errors which result in warping, shrinking, cracking and other 
failures due to improper moisture control. Test flat, curved, rough or 
irregular materials—in three seconds or less—without marring surfaces. 


Moisture Register gives you accurate tests from high percentages 
to lowest ranges at the press of a button. Based on the principle of 
high frequency, power absorption, there's a model to meet your re- 
quirements. Completely portable—easy to use. No points to break 
off or mar surfaces. 


Write today for complete information, specifying type of material 
and range of moisture content to be tested. Moisture Register Com- 
pany, Dept. A, 133 North Garfield, Alhambra, Calif. 








Pioneer Alaska Sawmill Operates 
Moore Cross-Circulation Kilns 
Furthest North, Drying Spruce 


Roy A. Rutherford is Alaska’s pioneer lumber 
manufacturer, having operated mills there since 
1902. 


At his Juneau Lumber Mills, above, he oper- 
ates the Moore Cross-Circulation Kilns furthest 
north on the North American continent. 


These Moore Cross-Circulation Kilns season 
all upper grades of spruce, hemlock and other 
woods to desired uniform moisture content. 
They have paid for themselves many times 
over since they were installed. 


The flexibility of the Moore Cross-Circulation 
System will also make it a paying investment 
at your plant. Write today. 


Moore Dry KILN CoMPANY 


Oldest and Largest Manufacturers of Lumber and Veneer Dryers 








AMPTON. ONT. VANCOUVER. B.C. NORTH.PORTLAND 
CANADA CANADA OREGON 














tion of the Forest Products 
Research society, a national group, 
has been announced by Richard M. 
Hammond, Longview, Wash., chair- 
man. 


Production facilities of the Mor- 
RISON STEEL PRODUCTS ING., 
Buffalo, N. Y., manufacturers of 
Mor-Sun warm air furnaces, will 
be increased upon completion of a 
building expansion program now 
under way. 


Michigan Group to Sponsor 
30-Day Course in October 
Classes will start Oct. 27 at the 
Michigan State college, East Lan- 
sing, Mich., for the 30-day retail 
lumber training course, which is 
being sponsored by the Michigan 
Retail Lumber Dealers association 
in cooperation with the National 
Retail Lumber Dealers association. 
Seventy-five percent of the 
classes will be conducted by men 
from industry who are outstanding 
in their particular fields. Classes 
will be limited to 35 students. 
Those interested should contact 
Hunter M. Gaines, secretary, Mich- 
igan Retail Lumber Dealers associ- 
ation, 1009 Bank of Lansing 
building, Lansing 16, Mich. 








Send 


Your House Plan 


Redrafting to 


Lumberman’s 
Plan Service 


Reasonable -- Prompt 
120 Machin St. « 


Peoria 5, Ill. 
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How to Develop the Market for 
Property Improvement Sales 


(Continued from Page 51) 


daily—365 days per year!” 

Newspaper ads—tying up with 
mailing pieces—and supplemented 
by press releases for free publicity 
can be used to advantage. 

Many manufacturers are eager 
and willing to furnish mailing 
pieces imprinted with the dealer’s 
name to any dealer who will use 
them—and those sources, with 
whom the dealer is trading, should 
be requested to submit samples of 
their descriptive literature so that 
the most appropriate selection can 
be made. 

Job signs—Appropriate job signs 
should be developed for all jobs 
where exterior work is in progress. 
If desired, the contractor’s name 
and address can be inserted. How- 
ever, this practice may lead to 
complications—because one con- 
tractor may infringe on another’s 
territory. The safe way is to have 
all inquiries come to the dealer’s 
headquarters where they may be 
registered—followed up—and then 
given to the contractor who is 
properly entitled to receive them. 

Truck signs—a panel insert with 
slip flanges should be mounted on 
the truck and seasonal signs should 
be inserted. 

Make every truckman an active 
salesman as far as getting leads is 
concerned aid when his leads are 
confirmed into real sales, extend a 
madest bonus for this extra service 
on his part. 

Encourage his care regarding his 
personal appearance and the con- 
dition of the truck by placing his 
name in an insert plaque stating 
“This truck is operated by ——-— 
.’ This insert can be 
most advantageously placed on the 
cab door panel. 

Property Maintenance or Fix-it 
Truck—The many miscellaneous 
minor repairs that are needed in 
nearly every home—where the ex- 
tent of the work does not justify 
the calling in of several contractors 
can best be handled by a “one stop” 
home service truck. 

Such truck to be operated by an 
all around skilled mechanic, who 
can do the little jobs—either alone 
—or with a helper. 

Tools of all descriptions should 
be part of the equipment—likewise 
a small assortment of nails, screws, 
bolts, washers, window panes, 
putty, white paint and color tubes, 





September 27, 


oils, turps, varnishes, drop cloth, 
patching plaster, prepared brick 
mortar, miscellaneous mouldings, 
boads, etc., should be carried. 

The slogans should be featured 
in ads, as follows: 

“You cannot send your home to a 
service station.” 

“Service must be brought to the 
home.” 

“One service call will cure your 
emergency requirements, etc.” 

The sales possibilities for ex- 
tensive property improvements can 
definitely be developed by this 
method. 

The ownership and_ operating 
personnel of the fix-it-truck re- 
quires careful study. Some dealers 
operate them entirely on their own. 
Other dealers have encouraged such 
development by assisting a _ well 
known jobbing contractor to use 
the dealer’s headquarters as _ his 
source for leads and also materials. 

Either of several methods can be 
worked out satisfactorily. Much 
depends on the location and the 
existing relationship which obtains 
between the dealer and his con- 
tractor customers. 

The service is definitely needed 
—and can and will, if properly or- 
ganized, be a constant lead pro- 
ducing machine. 

Each of the described methods 
of developing property improve- 
ment sales has been field tested and 
found successful. 

Every dealer is urged to study 
and select those which will most 
conveniently fit into his present 
operation—and, after doing so, put 
them into action. The market is 
endless—and year round sales are 
definitely assured—at a fair—con- 
trolled profit. 





| USED CARS| 









MOONEY Of Samo 
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TAPERS and SQUARES 


Southern Hardwoods 




















Q_508 N. Grand Blvd., St. Louis 3, Mo. A 














H. B. Jordan, Gen. Mar. C. M. Jordan, Treasurer 
J. B. Deutsch, Detroit Mgr. 


Clarke County Lumber Mills 


Wholesale Forest Products 


Manufacturers Boxes, Shooks, Pallets, 
Crating and Fabricated Items. 


Phone: TEmple 1-2924 
834 Maccabees Bldg. 
DETROIT 2, MICH. 


Phone: L. D. 167 
Anderson Building 
THOMASVILLE, ALA. 


PLANER and JOINTER KNIVES 


- also high speed knives and molding cutters 
a the woodworking industry. 


Riegeisville, New Jersey 


Western Agents: 
Hall & Brown, W. W. Machine Co., St. Louis, Mo. 








Tropical Woods 
MARILLO 


(quarter-sawn) 
Mahogany Laurel 
Primavera Rosewood 

Balsa Irayol 


Tropical Cypress Conacaste 


and others 


F. C. Luthi & Co. 
433 Balter Building, NEW ORLEANS 12. 


Mill in Puerto Barrios. 
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NOW AVAILABLE—the tools you need for insu- 
lation board jobs. Sharp, strong, specially ground = 
blades cut through toughest insulation boards “ 
leaving clean, smooth 

edge. Three tools—five $585 
blades — attachments. Sent postage poid 

All for... anywhere in U.S.A. 

Extra Bevil-Devil Blades, of selected steel, ground to 


cul insulation board. Package of 100 for $4.00, 
postage paid. 



















KIMBALL company, inc. 
. 1633 SYCAMORE ROYAL OAK, MICH. 


George F. Becker Edwin A. Brengle 


BUILDERS 
MILLWORK 
DISTRIBUTORS 


301 E. CENTRE ST. 


BALTIMORE 2, 
MARYLAND 


EFFICIENT 
DISTRIBUTORS 
OF A COMPLETE 
LINE OF 


DOORS, 

MILLWORK, 
PLYWOOD AND 
SPECIALTIES 


IN THE 
EASTERN AREA 





















RUSSELL & PUGH 
LUMBER CO. 


SPRINGSTON, IDAHO 


— White Pine Ponderosa Pine 

Douglas Fir or 

White Fir 
Cedar 























“Te TER 


NO CREOSOTE) 











Low Cost 


Toxic-Water Repellent Preservatives 
Chlorinated Phenol Toxic Base. Positive protection against Rot, 
Fungi, Termites, Excess Moisture, etc. Formulations to meet all 
official specifica tions. A profitable retail item for Lumber Yards. 










Write for technical data, tests, samples, etc. 


CRE-0-TOX CHEMICAL C0. 


MEMPHIS, N 
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PURCHASING POWER 
Farmers in better position, 
city dwellers’ income lower 

FARMERS have more purchas- 
ing power today than a year ago, 
but city dwellers’ “real income” is 
decreasing, the monthly Investors 
Syndicate survey revealed. “Real 
income” is the relationship of reve- 
nue to living costs. 

This shift is reflected in the fact 
that food costs today are $1.29 for 
every dollar a year ago, while 
wages are up only to $1.19 on every 
dollar. Farmers’ income is up to 
about $1.24 from a year ago. 

The overall ‘‘real income” aver- 
age is 99 cents as compared with 
last year’s dollar, and for wage- 


ALWAYS CHOOSE 


Affiliated 


NATIONAL HOTELS 


| ee 
ere aa ... Birmingham 
HOTEL ADMIRAL SEMMES....Mobile 


DISTRICT OF COLUMBIA 
Washington 


INDIANA 
HOTEL CLAYPOOL ... 


LOUISIANA 


JUNG HOTEL ...New Orleans 
HOTEL DESOTO ..New Orleans 


MISSISSIPPI 
HOTEL LAMAR 


NEBRASKA 
PAXTON .. 


NEW MEXICO 
CLOVIS 


OKLAHOMA 
HOTEL ALDRIDGE 


SOUTH CAROLINA 
HOTEL WADE HAMPTON .. .Columbia 


TEXAS 


STEPHEN F. AUSTIN...Austin 
EDSON ... .....Beaumont 
BROWNWOOD ... . Brownwood 
HOTEL CORTEZ ; El Paso J 
HOTEL BUCCANEER Galveston 
HOTEL GALVEZ . Galveston 
HOTEL JEAN LAFITTE Galveston 
CORONADO COURTS .....Galveston 
\ JACK TAR COURT HOTEL. .Galveston 
T Galveston 
Galveston 
Laredo 
Lubbock 
..Marlin 


Indianapolis 


HOTEL 


HOTEL 


HOTEL 
HOTEL 
HOTEL 


HOTEL FALLS : 
HOTEL CACTUS ; San Angelo 
ANGELES COURTS........San Antonio | 
HOTEL MENGER....... .San Antonio 


VIRGINIA 





earners it is lower, Investors Syn- 
dicate’s survey shows. While in- 
come is up to $1.18, living costs 
have risen to $1.19. Shelter is at 
$1.04 for each dollar a year ago, 
clothing at $1.19 and miscellaneous 
costs at $1.22. 


BIGGEST PROJECT 


FHA will insure 640-unit 
development in Indianapolis 


CONSTRUCTION of the largest 
veterans’ housing project in the 
country in Indianapolis will have 
the backing of the Federal Housing 
Administration. 

FHA announced it has insured a 
$4,792,500 mortgage to finance 
construction of the 37 fireproof 
,buildings which will comprise the 
=640-unit development on a 50-acre 
‘tract. 

Meadowbrook corporation, In- 
dianapolis, is sponsor of the proj- 
ect. The mortgage loan was made 
by John Hancock Mutual Life In- 
surance Company. 





"Can't you even forget business 
while we take in a movie?” 











ATLANTA LEADS 


Construction costs up more 
than 100 percent since '26 


ATLANTA leads the field in in- 
creased construction costs since 
1926, reveals the American Ap- 
praisal Company, with an increase 
of more than 100 percent. 

Pittsburgh and Philadelphia are 
the only major cities with a lower 
percentage increase in construction 
costs than Chicago—and Chicago’s 
increase was approximately 75 per- 
cent since 1926. 

Costs in the Chicago area are 
below the national average, also 
those in Denver, San Francisco, 
New Orleans, Dallas, St. Louis, 
Kansas City, Minneapolis, Cincin- 
nati and New York. 


Seplember 
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ADVERTISING 


American Lumberman 6&6 Building Products 
Merchandiser is published every other Satur. 
day. It publishes the largest strictly classified 
advertising section in its field. 
All ads for classified section must be in Pub- 
lisher’s office 10 days preceding date of pub- 
lication. Advertisements are set in uniform 6 
— style. No cuts or special borders allowed, 
or advertisements bearing box number count 
five extra words. Replies are forwarded free 
of charge. Please indicate classification de- 
sired. Publisher reserves right to classify, 
edit or reject any classified advertisement. No 
agency commission or cash discount allowed. 
Rates — Cash With Order 
Minimum Charge $2.00 


For one or two insertions 10c per word per in- 
sertion, with minimum charge of 50c per line. 
Three to Five insertions 9c per word per in- 
sertion, with minimum charge of 45c per line. 
Six or more insertions 8c per word, per inser- 
tion, with minimum charge of 40c per line. 
There are approximately 5 words to a line and 
when less are specified or used, regular line 
rate is charged. 

When answering box numbers or mailing copy 
for ads address them to: 


AMERICAN LUMBERMAN & 


BUILDING PRODUCTS MERCHANDISER 
139 N. Clark St., Chicago 2, Illin>is_ 





HELP WANTED 
Wanted: Lumber grader for Distributing Yard 
on Hardwoods and White Pine. Steady work, 


union scale. Addess E-42, American Lumber- 
man. 


LARGE SOUTHERN WHOLESALER 


with good mill connections all species, wants 
experienced lumber salesman for rich terri- 
tory on drawing account and profit sharing 
basis. This will return handsome income for 
hard worker. Address M-53, American Lum- 
berman, Inc, 











Wanted dry hardwood lumber inspector. 
W. Va. band mill. Good living conditions. 
Advise age. experience, references and {full 
history. Address N-64, American Lumberman, 
Inc. 





HELP WANTED IN CALIFORNIA 


The Diamond Match Company offers experi- 
enced retail lumbermen positions as_ book- 
keepers, yardmen, salesmen, assistant mana- 
gers and managers in Northern California re- 
tail yards. Every opportunity for advance- 
ment. Permanence assured for satisfactory 
service. State qualifications and salary ex- 
pected in first letter. The Diamond Match 
Company, Main Office, Chico, California. 
Attn.: K. L. Brownell. 


BILLER AND DETAILER ‘ 
Millwork—Must be thoroughly experienced in 
high class residence and public building 
work. Give experience in detail. Write—Mr. 
Leonard, Harris Brothers Company, 1349 West 
35th Street, Chicago 9, Illinois. 





— 





Wanted 

Assistant Sales Manager for old established 
wholesale lumber company dealing largely 
in Yellow Pine. Excellent opportunity for ad- 
vancement. Give age and complete exper- 
ence in first letter. Address R-39, American 
Lumberman, Inc. 
Fir mill located in Oregon producing fine 
lumber wants sales representative or commis- 
sion men in the following states: 

Arizona Oklahoma 

Colorado Texas 

Nevada Utah 

New Mexico 
Reply to Box R-40, American Lumberman. Inc. 
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